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TWALL 


A family room with warmth and charm everyone admires. Made possible with 
genuine wood Craftwall paneling. Its beauty is guaranteed for the life of the home. 


Your customers will admire this room, paneled in beautiful Craftwall, in Better Homes and Gardens. Here is 
genuine wood beauty that defies imitation. Craftwall is protected by an exclusive finish that resists scuffs and 
stains, cleans with a damp cloth. No waxing needed. Craftwall is the original 4", V-grooved, pre-finished wood 
paneling, guaranteed forever! Price? As little as $60 retail for an 8’ x 12’ wall. Coupon brings details. 


Walnut shown above. Choose from 9 different woods. 7’ to 12’ 
lengths, or longer. You can offer Fire Retardant Craftwall, too. Weyerhaeuser Company * Roddis Division 
Dept. BMM-21361, Marshfield, Wisconsin 


Please send complete Craftwall 
information for builders to: 


Weyerhaeuser Company we 
Roddis Division e Marshfield, Wis. ria 
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AJAX 


TRADE-IN all your Ajax display boards for the x 










exciting, new 1965 AJAX “KITCHEN JEWELRY” 
DISPLAY BOARD. Nothing like it anywhere! 


Surprising trade-in allowance! Ask your pe 
Ajax distributor about this exclusive offer now. 


AJAX HARDWARE CORPORATION, CITY OF INDUSTRY, CALIFORNIA Circle No. 2 on Handy Cover Ca 



































Another CURTIS’ 
profit builder 
for you... 
NEW CURTIS 
\ Viewtite’ window 


v 

View plus ventilation—that’s what you 
can now offer your customers when you 
display and sell the new Curtis Viewtite 
window. Suited for use in any style home 
and adaptable to all types of wail construc- 
tion by the addition of stock Curtis jamb 
liners, the Viewtite window is a brand-new 
profit-maker for you and for your building 
and remodeling customers. 

The extra-slim crossbars and mullions of 
Viewtite provide a clean, neat look...an 
uninterrupted view. The most weather-tight 
window available. Viewtite keeps weather 
out, permits year-round ventilation. Made 
of selected pine and preservative-treated. 
Viewtite is backed by the Curtis guarantee 
assuring you and your customers the finest 
materials, quality and workmanship. 








Ask your Curtis representative how 
you may qualify for this famous I-Q 
award by porticipoting in Curtis 
1-Q merchandising program. 
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The Viewtite window is available with crank, push bar or latch operation. 
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“DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi- 
tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 

DSC means product brands and specifications controlled by 
the dealer. 
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“EVERYTHING HINGES ON HACER." 


C. Hager & Sons Hinge Mfg. Co. © St. Louis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 





Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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THE EDITORS’ VIEWPOINT 


No Easy Road 


OTHING comes easy for today’s retail building materials dealer 
—and that goes for establishing or running a profitable re- 
modeling department. 


Some valuable lessons in this field have been set down in the two 
dealer case history experiences—one success and one failure—to 
be found on pages 34-41 and 50-58. 


The tragic experience of the Boomtown Lumber Co. detailed in 
one article has been duplicated by many dealers to a lesser degree. 
Scores of dealers across the country are operating successful re- 
modeling departments. Inadequate personnel, lack of experience 
and plain know-how have led to the downfall of others who have 
turned to remodeling for a cure-all. 


The traps baited for the amateur operator in this field are many 
and costly. A poorly-written contract, fast-buck salesmen and in- 
adequate estimating are just a few. 

General remodeling does offer an excellent opportunity to sell 
a complete, profitable package under full Dealer Sales Control. And 
control is the key word. Unless there is control up and down the 
line, remodeling sales can hurt a dealer, not help him. 


From Adolescence into Manhood 


OST LUMBER, wood products and building materials manu- 

facturers have long been irritated at the aluminum industry, 
which has so often seemed like a youngster who feels he is incapable 
of anything but growth. 


But now aluminum has come of age. Aluminum, too, finds itself 
with excess capacity. Since 1953, capacity has doubled to 2.65 mil- 
lion short tons, while 1960 production was just a bit over the 2 
million mark. 

This has resulted in price weakness, a burden on profits and 
a reappraisal of the flamboyant promotions which have charac- 
terized the light metal industry. 


It’s usually with a touch of sadness that a man witnesses the end 
of a youth’s carefree days. But we suspect that the plywood people 
and other manufacturers who have long struggled with over-capacity 
aren’t shedding any tears about aluminum’s newfound maturity. 


May the best man win! 


—The Editors 





fewer are needed to do the job! 


Both of these nails hold like screws, yet both are 
easy to drive. Ring-Lok Nails have ringed shanks 
which bite into the wood in a positive lock. 
Grip-Screw Nails have screw-like threads which 
cause the nails to turn into the wood as they are 
driven. With both types, fewer nails are needed 
on many jobs, speeding the work and saving 
man-hours. 

These new nails are available in easy-to- 
handle 50-lb cartons, in many of the popular 


for strength 


V ... economy 
... versatility 


BETHLEHEM STEEL 


Circle No. 5 on Handy Cover Card 


styles, including flooring, pallet, drywall, under- 
lay, and roofing and siding. Write us for full 
details and prices, as well as promotion aids 
that will help you move your Ring-Lok and 
Grip-Screw Nails. 

And don’t forget these quality Bethlehem 
Steel Products: wire nails and staples, steel 
fence posts, woven wire fence, barbed wire, nuts 
and bolts, baling wire, clothes line, and gal- 
vanized steel roofing and siding. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA 


Export Sales: Bethlehem Steel Export Corporation 
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New Developments 


WUUUEOUTEAOEE EH UAL OEE EAA fin DOUUULEUEUDULEAL EDT OU ONAN EAA Aa TUDULNTADE ETN 


LINEYARDS "AIN'T WHAT THEY USED TO BE." Modern management is being applied 
to building materials retail chains -- and is paying off, at 
least in some cases. 





Example: One Minnesota-based lineyard company chalked up sales 
of $15 million last year. The profit return was substantially 
above the industry average, according to the firm's president. 
He said: "Several years ago we secured sufficient equity 
capital to get sales control methods going -- truss-making, 
land, mortgage financing, etc. Now these methods are paying 
off." 











Other lineyard progress: 

In Texas, the Temple Lumber Co., 32-yard chain of the Southern 
Pine Lumber Co., is reorganizing to tie-in with the trend to 
building control by dealers in the Lone Star state. 
Long=-Bell's far-scattered retail yard managers are being 
trained in a new home modernization program. 

Boise-Cascade'’s Bestway Building Center yards in the western 
states are also pushing home improvement packages, including 
financing. 


In Fairfield, Calif., Diamond-National has opened the first of 
several new stores which will be smaller versions of the build- 
ing materials supermart which the company constructed last 

year in Concord, Calif. 


In Chicago, Edw. Hines Lumber Co. will soon open a new sub- 
urban retail showplace in St. Charles. designed by James N. 
Lindenberger, architectural consultant to this magazine, who 
also designed Diamond-National's supermart. Hines’ sales 
people recently were trained in packaged remodeling service 

by Art Hood, BMM consultant. It all adds up to this: There's 
new vigor in the nation's multi-unit lumber and building 
materials companies. 








APPOINTMENT OF NEAL J. HARDY as commissioner of the Federal Housing 
Administration gets approval of most housing industry leaders. 
For the past six years he has been number two man on the 
staff of the National Association of Home Builders. 








Hardy's appointment may help alleviate some of the southern 
misgivings about Negro Robert Weaver as HHFA chief. 


Washington observers say that other housing officials will 
stay on the job for awhile, including Public Housing Commis- 
Sioner Bruce Savage; Urban Renewal Administrator David Walker 
and FNMA president J. Stanley Baughman. 








Current speculation is that Fhiladelphia's Mayor Dilworth is 
in line for the proposed Department of Housing and Urban 


Turn page for continuation 
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NEW DEVELOPMENTS  cesins on page 9) 


Affairs cabinet post if and when it is created. 





THERE IS EXCESS CAPACITY NOW in nearly all materials industries which 
serve light construction. 


Steel, aluminum, lumber, plywood, copper all have more pro- 
duction facilities than they currently need. 


Even new materials such as polyethylene are faced with excess 

supply over demand. (There was a 12% increase in polyethylene 
production in 1960 over the year before, maintaining its lead 

over all types of plastics, including vinyls.) 


Ironic point: three years ago Wall Street publicly criticized 
building materials manufacturers for lack of vision. They 
claimed that factories should have been expanded in the early 


1950's. 


Many producers had new plants under way when the financial 
critics were complaining. It takes time to plan and execute 
a building materials factory. 


Now, with stiff competition between types of materials (what 
economist John Kenneth Galbraith has labeled "countervailing 
power") there is too much production capacity. What will be 
done to use this capacity? Here are some possibilities: 























More vigorous selling and advertising; new products (including 
diversified lines such as Armstrong Cork's new exterior hard- 
board) ; promotion of government urban renewal proposals; more 
attention to home improvement potential. Manufacturers are 
also considering ways to tighten control of distribution. 


For instance, the new franchised dealer plan of the Institute 
for Essential Housing (detailed in Jan. 30th BMM) is a form of 
distribution control. IEH is backed by Certain-teed Products 
Corp. The Institute's dealers are not required to sell 
Certain-teed or Bestwall brands -- but why would a dealer bite 
the hand that provides him with financing for the low-cost 
home market? 


Larger structural components produced by major materials 
manufacturers are another possibility for the future. The 
industry is carefully watching the growth of Koppers' plastic- 
core structural panels. 


If there is a "natural" upturn in construction by the end 
of this year, experiments such as the above on the part 
of manufacturers could be abandoned before they start. 
But if present sales levels continue, you can count on 
various methods to get tighter control of dealer sales 

by materials producers. 





























FARM HOUSING PROGRAM of the federal government will probably be extended 
another four years. Also, the Kennedy task force on housing 
proposed $450 million for direct loans to "adequate" farms. 
Farm building, including repair and maintenance, was one seg- 
ment of construction that gained in dollar volume last year 
compared to 1959, according to preliminary estimates. Total 
Spending on farm structures in 1960 was probably around $2.5 
millions. 


Rural building materials dealers have shared in the relative 
prosperity of farmers. AS a group, their sales have been 
substantially better than sales reported by lumbermen from 
industrial areas. 
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“Whether you build 
conventionai... 
...or with 

COMPONENTS... 


... the dependable material 
to use Is 


SOUTHERN PINE™ 


SAYS DICK MESTAYER, Vice-President 
R. F. Mestayer Lumber Company 
New Orleans, Louisiana 


‘More and more of my architect, builder and contractor cus- 
tomers insist upon SOUTHERN PINE. They know that quality 
Southern Pine offers greater strength, more versatility and 
real economy. The same lumber used for conventional con- 
struction is suitable for trusses, with no special grading re- 
quired." 


The Federal Housing & Home Finance Agency says: ‘‘The 
greatest need to assure the efficient use of wood in res- 
idential framing is the establishment of a full-length, all- 
purpose grade with established working stresses for all 
loads to which wood is subjected... . bending, tension, com- 
pression, shear, etc. This grade should be independent of 
the size and length of the member and should include 1’ 
boards for use in trusses and other light framing. This ideal 
grade is most nearly approached today in SOUTHERN PINE." 
Southern Pine, with the identifying SPA Trade-Mark, offers 
these advantages: 
« Proper seasoning before dressing...essential for uniform 
size and strength. 
Uniform grading throughout the length of each piece, per- 
mitting cantilever, simple beam, continuous or tension- 
loading design. 
Superior gripping power for all nails and other fastening 
devices. 
= SOUTHERN PINE ASSOCIATION 
These high qualities that make Southern Pine the ideal stress) |, = ; POST OFFICE BOX 1170 
rated material forall structural uses, including components, are NEW ORLEANS 4, LOUISIANA 


yours when you insist upon grade-marked, SPA Trade -Marked Please send the following technical bulletins 


) Stress Grade Guide Trussed Rafter Data 
© How to Specify Quality Southern Pine © SPA Buyers Guide 


SOUTHERN PINE coe tt id 


‘T'S DRY... pre-shrunk—from the milis of Southern Pine Association. Firm Name . -_ 
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NOW! 389 in 


_ Free Accessories 


with new 


... and this hardware week special 


At only $32.95 this new Skil sander is already priced 


for fast turnover. Toss in $3.85 worth of Free acces- 
sories and you have a Hardware Week Special that’s 
the hottest profit maker in years. 

Remember, too, that it’s a true “special offer.” 
The Model 592 sander is a regular tool in the Skil 
line—not an outdated or “‘stripped”’ model. 

And there’s no short-changing yourself on profits, 


either, because you get your full margin! 

In addition, Skil is packing a colorful easel card 
with each sander to help spotlight this special offer 
in your store. 

Take advantage of this profit-making offer now. 
Call your wholesaler for complete details. Or write 
Skil Corporation, Dept. 8SM-21, 5033 N. Elston Ave., 
Chicago 30, Illinois. Offer expires April 22, 1961. 

















featured 
in spectacular 
Post ad 
April 22, 
1961 


QRBITAD 
SAROTR 


c 


Demoor 8992 wee & 


Model 9592 


$3095 


includes 
one Model 592 Sander, 
polishing pad and 30 
sandpaper sheets 


gives you full profit margins! 


500 LINE Circle No. 7 on Handy Cover Card 
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NEWS AND IDEAS FROM (Aymstrong FOR 


SELLING 
VINYL 
FLOORS 








TRADING UP TO QUALITY SHEET FLOORS 
PAYS OFF FOR DEALER AND HIS BUILDERS 


Sales and installation 
advantages trade up builders 


Naperville, Ill_—James Ory, responsible for floor 
sales for Moser Lumber Co., is a man who knows his 
customers. “If the customer is sure of what he wants, 
sell it to him,” says Mr. Ory. “If he’s in doubt, it’s a 
good time to sell him the floor that will do the best job 
for him. In most cases, this means a profitable trade-up, 
as well as a completely satisfied customer.” 


Trades builders up to sheet floors 

Until 1958, most of Mr. Ory’s builder-customers were 
using low-cost tile in their homes. These floors didn’t 
have much built-in merchandising appeal for prospects. 
And the builders were sometimes running into trouble 
—and call-backs—because of wood subfloors that 
shrank, marring the finished floor installation. 

Then, two years ago, Mr. Ory sold builders on the 
idea of including Armstrong sheet floors—linoleum 
and vinyl—in the base price of their homes. Some of 
them were dubious about the added expense, he says, 
until they began getting enthusiastic comments from 
home buyers about the interesting designs and color- 
ings. Installation problems were reduced, too, because 
the sheet floors “hide” slight subfloor imperfections. 
Now, almost all the builders include Armstrong Lino- 
leum or Vinyl] Corlon in the base price of their homes. 


Hartley Nelson, a builder-customer of Moser Lumber 
Company, inspects a new Embossed Inlaid Linoleum 
floor with two Moser mechanics. 





Styling of sheet floors helps 
Moser Lumber trade up home buyers 


The builders serviced by Moser Lumber Company 
figure on sheet floors when they quote prices to pros- 
pects. Then buyers of these homes come to Moser to 
choose the patterns and types of floors for their homes. 
When selling floors to the home buyers, Mr. Ory has 
found that many of them can be traded up to the 
higher priced Armstrong floors—like Palatial and Tes- 
sera Corlon—when he shows them the smart new 
patterns now available. Keeping plenty of samples and 
actual rolls on display makes trading up easier. 

















Builders account for a large proportion of Moser’s 
flooring sales. New floor styles give the builders an 
asset they can merchandise to help sell homes. 


Boost from Armstrong ads 


Mr. Ory finds that his customers are anxious to get 
the latest flooring styles for their homes and that price is 
not always a decisive factor. He believes that maga- 
zine and TV advertising has made people conscious of 
style in floors. Also, they’re familiar with the Arm- 
strong name, and this makes it easier to sell quality 
flooring installations. In the last two years, sales of 
Armstrong floors have increased 500 per cent for 
Moser’s. And from the way their salesmen have been 
trading up both builders and home buyers, Mr. Ory 
expects more gains in the future. 
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Kansas dealer reports flooring business 
has doubled every year for five years 


Wichita, Kansas—“I only regret we 
didn’t expand our floor department 
sooner,” says Clinton Bauer, flooring 
buyer for the Star Lumber Company. 
“Since we created the new department 
five years ago, floor sales have doubled 
every year.” 

In 1951, the firm started its resilient 
floor business in a modest way by 
stocking three rolls of Armstrong 
Linoleum. Flooring sales were gen- 
erally the result of an incidental pur- 
chase as part of a larger building ma- 
terials order. Mr. Bauer found, how- 
ever, that the floors Star Lumber did 
sell went at a very profitable margin. 
So in 1955 a separate floor department 
was set up. Armstrong Linoleum and 
Excelon Tile were featured. Since'then, 
Star’s flooring sales have doubled in 
dollar volume every year, and they're 
still growing. 

To get in on the boom for quality 
sheet floors, Mr. Bauer recently added 
a variety of stylings in Armstrong 


Vinyl Corlon. “Its high profit margin 
and popularity with customers make 
it a valuable addition,” he says. 


“Best profit item in our yard” 

Mr. Bauer reports, “Floors are the 
best profit item in our yard per dollar 
invested.” 

Mr. Bauer and Departmen. Man- 
ager Ralph Teter, who study their 
customers’ buying habits closely for 
ideas on how to increase sales, offer 
several reasons why their flooring 
business has been so successful. First, 
since 75 per cent of their sales are 
over-the-counter, they keep a large 
flooring inventory and display a wide 
sampling of patterns. That way, they 
can satisfy almost every flooring cus- 
tomer without special ordering. Cus- 
tomers’ familiarity with the Armstrong 
name helps close sales quickly, too, 
Mr. Teter points out. And the current 
popularity of luxury sheet vinyl] floors 
is a great asset. 


To serve over-the-counter customers, Star Lumber Co. keeps a large 
flooring inventory and displays as many patterns as possible. 


How to reduce call-backs on floor installations 


Leaky pipes sticking doors 
cracked plaster—how many types of 
call-backs are there? Any call-back 
can be an annoyance to builders, and 
to you when you sell to builders. 
Look at the pictures, you'll see what 
we mean. They are exaggerated to 
illustrate the point, but even minor 
subfloor irregularities can cause prob- 
lems. Such things as gouges from tools 
and wheelbarrows, dropped nails, or 
blobs of plaster can mar the smooth- 
ness Gf subfloors. Sometimes it is diffi- 
cult for a builder to police the causes 
of subfloor damages, and the appear- 
ance of the finished floor suffers. 
One way to overcome this is to use 
a floor that tends to hide subfloor 
irregularities. Three rules to follow 
when choosing such a material: first, 


i.e 
ed 


use a floor with a matte finish instead 
of a glossy finish; second, use one with 
a dominant design instead of a plain 
design; third, use one with a nubbly 
surface. Armstrong Tessera Vinyl Cor- 
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A check list of free 
services for you 


Check which of these free Armstrong 
services would benefit you the most, 
and then talk to your Armstrong sales- 
man about them. 

[] 1. Your Armstrong wholesaler 
knows your flooring market inside and 
out. He has facts on local tie-in pro- 
motions, best selling patterns, new 
tract homes going up, good building 
and remodeling ideas. 

[ ] 2. Architectural-Builder Consult- 
ants can help you in your contract 
work with builders, architects, o1 
decorators. These specially trained 
Armstrong salesmen will be glad to 
share their know-how with you. 


| _] 3. Bureau of Interior Design will 
make available to your customers, at 
no charge to them or to you, complete 
color schemes and decorating plans 
based on Armstrong floor selections. 

[ ] 4. Bureau of Retail Advertising 
will provide you with ad-mats, radio 
and TV commercials, advertising data, 
or even complete plans for advertising 
programs—all prepared by experts at 
Armstrong to fit your particular needs. 
[] 5. Sales training courses to im- 
prove the effectiveness of your or- 
ganization. At your convenience, an 
Armstrong representative will conduct 
special sales classes geared to your 
needs. Display, technical data, mar- 
keting ideas . . . whatever will do the 
job for you will be covered. 

[] 6. Decorating films for ladies’ 
clubs, Rotary meetings, home shows. 
Using color movies is a dramatic way 
to get people interested in remodeling 
and redecorating. They're available at 
no charge. 


lon and Embossed Inlaid Linoleum 
meet all of these qualifications. They 
help prevent call-backs when floors 
must be installed over subfloors that 
are less than perfect. 
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ave on construction 
costs with the new 


‘6| FORD TRUCKS 


SAVE FROM *52 TO *221 ON PRICE” ALONE 
WITH FORD’S ECONOLINE PICKUP 


Profit-conscious contractors are finding it’s 
good business to do business with the new Ford 
Econoline Pickup. It’s America’s lowest-priced * 
pickup—bar none! Priced from $52 to $221 
below other cab-forward economy pickups. But 
that’s just the beginning! You get lively per- 
formance and proven gas economy with the 
popular Falcon Six. This modern engine goes 
4,000 miles between oil changes, and has an 
aluminized muffler which lasts up to three times 
as long as ordinary mufflers. 


And you can save more because Ford’s func- 
tional design has pared away 1,000 pounds of 
dead weight, yet you still get the payload capac- 
ity of standard %-tonners. The big 7-foot box 
provides a whopping 73 cubic feet of loadspace 
... that’s up to 23% more than conventional 


614-foot pickups. A full 49-inch tailgate open- 
ing means you can load items like standard 
sheets of 4’ by 8’ plywood. And the full-length 
flat floor permits bulky or heavy loads to be 
positioned easily by sliding them anywhere in 
the pickup box. 


And you can save on maintenance expense, 
too. The large engine cover can be lifted quickly, 
exposing the entire engine for rapid service. 
Spark plugs, distributor, etc., are conveniently 
located to speed engine tune-ups. And many 
major repairs can be made without ever remov- 
ing the engine. One-piece cab-and-body con- 
struction provides increased rigidity and 
eliminates a major source of rust. In addition, 
all main underbody structural members are 
heavily zinc-coated to resist rust and corrosion. 


*Based on a comparison of latest available manufacturers’ suggested retail delivered prices 
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SAVE UP TO $150 ON FRONT TIRES! In certified tests of 
truck suspensions, Ford front tires lasted up to twice as 
long. In 50,000 miles savings can add up to $150 on a 
pickup . . . more on two-tonners. And Ford’s sturdy I-Beam 
front axle and leaf-spring suspension not only cut tire wear, 
but their simpler design also cuts maintenance costs. 


OR 12 MONTH 
WAIRIRANT WY 


ZIPPY PP IP IIS 
SAVE WITH GREATER DURABILITY . . . on all 1961 Ford 
Trucks, each part, except tires and tubes, is now warranted 
by your dealer against defects in material and workmanship 
for 12 months or 12,000 miles, whichever occurs first. The 
warranty does not apply, of course, to normal maintenance 
service and to the replacement in normal maintenance of 
parts such as filters, spark plugs and ignition points. Never 
before have you had such protection . . . such evidence of 
long-term economy! 














FORD TRUCKS COST LESS 


YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” PROVES IT FOR SURE. 
FORD DIVISION, Srt/Metor Company, 
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SAVE WITH FORD’S NEW 262-CU. IN. 
“BIG SIX” ALL-TRUCK ENGINE FOR 
TOP PERFORMANCE AND ECONOMY 


America’s lowest-priced* medium-duty tilt-cab 
models now offer a big 262-cubic-inch Six with the 
power of big displacement, the gas economy of 6- 
cylinder design, plus the durability of heavy-duty 
construction. This engine features a sturdy stress- 
relieved head and block, strong forged steel crank- 
shaft, long-lasting stellite-faced intake and exhaust 
valves and durable pyramid-type connecting rods. 
Positive Crankcase Ventilation reduces oil dilution 
and sludge formation to extend engine life. Ford’s 
proven 292 V-8 and 292 HD V-8—the V-8’s with 
“‘six-like”” economy—are also available for your 
special power needs. 


The popular Ford Tilt Cab Series outsells all 
other makes and for good reason! Their compact 
82-inch BBC permits aoe bodies within a given 
over-all length . . . for longer loads of lumber and 
building materials with excellent maneuverability. 
And set-back front axle design means more weight is 
carried on the front axle for greater payloads. 


You also save with other new features like the 
stronger radiator with new lock-seam construction, 
and color-coded printed instrument panel electrical 
circuits that provide for greater reliability and 
simplified maintenance. In addition, Ford’s parallel 
ladder-type frame, with standard 34-inch width, 
allows you to install new or transfer your present 
special construction bodies quicker and for less. 
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Headlines at Presstime 


Kennedy Makes New Appointments 
And Backs Housing Program This Year 


WaSHINGTON—President John Ken- 
nedy declared as this issue went to 
press that a “new housing program 
under a new department of housing 
and urban affairs will be needed this 
year.” 

The details of the new Administra- 
tion’s plans for housing as well as min- 
imum wage, urban renewal and other 
matters of interest to the light con- 
struction industry were to be made by 
mid-February. 

Kennedy also appointed Neal J. 
Hardy as FHA commissioner; James 


B. Cash, Jr., as FHA deputy commis- 
sioner and Milton P. Semer as HHFS 
general counsel. 


Hardy has been associated with the 
National Association of Home Builders 
for the past six years. Semer has been 
counsel for the Senate banking and 
currency committee and Cash has been 
the staff director of the Senate housing 
subcommittee. 

There was no indication as this issue 
went to press when the appointments 
would be up for Senate approval. 





G-P Sponsors Parade of Plywood ‘Pep-Up’ 


PORTLAND, ORE.—Building mate- 
rials dealers will get a “pep-up” during 
March, April and May from the Geor- 
gia-Pacific Corp. 

New plywood products, new values 
and a “supermarket” atmosphere of 
banners, pennants and display cards 
will highlight the plywood promotion 
campaign. There will also be a series 
of free detailed plans for around- 


A 


* 
ad 
me 
a 


the-house projects made from ply- 
wood. 

The company is backing dealers 
with a nationwide advertising program 
aimed at the “parade of plywood val- 
ues” theme of the campaign at retail 
level. 

G-P has made a product training 
program available for dealer person- 
nel, centered around “very short meet- 


Pun ot 
Priwoup 
Virirse 


SUPERMARKET ATMOSPHERE for the lumber and building materials yard can be 
created with banners and other sales aids available in Georgia-Pacific'’s nationwide 


““‘pep-up"’ campaign. 
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ings using a new training principle that 
gets results.” 

The supermarket sales program will 
be supplied to dealers the first of 
March through specially-trained repre- 
sentatives from G-P distribution cen- 
ters in key U.S. cities. The company 
said that the program is aimed at 
building and remodeling generally, not 
just Georgia-Pacific products. 


J-M, Certain-teed and Bestwall 
Announce Marketing Agreement 


New York—Three major producers 
of building materials have just signed 
a long-term sales agreement to market 
one another’s products. 

Bestwall Gypsum Co., Certain-teed 
Products Corp. and Johns-Manville 
Corp. disclosed the action and indicated 
the agreement may be broadened to in- 
clude other products in the future. 

Plans call for Johns-Manville to 
market gypsum products made by Best- 
wall, while the other two firms will 
sell J-M insulation board on the west 
coast. 

The three firms said the agreement 
was designed “to utilize more fully the 
plant facilities of each and provide 
better distribution of products and bet- 
ter service to customers throughout the 


Cedar Clinics 

SEATTLE—The Western Red Cedar 
Lumber Assn. has announced an edu- 
cational program of “Cedar Clinics” 
for the coming year, aimed at people 
who buy, sell and build with cedar 
lumber. 

Plans for the clinics were formulated 
at a January meeting in Bellingham, 
Wash., attended by 200 U. S. and 
Canadian industry representatives. 


Cash for Old Displays 

City oF INDUSTRY, CALIF.—Ajax 
Hardware Corp. has inaugurated the 
first national “trade-in-plan” to give 
distributors money for each old Ajax 
display board. 

The plan is designed to make all 
hardware and building materials deal- 
ers aware of the sales potential of a 
completely new and exciting point-of- 
purchase display developed by Ajax. 

All financial transactions involved 
in the display board trade-in program 
will be handled by Ajax representa- 
tives in the field. 
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andsome is 1andsome does 


..-colorful Butler Buildings are functional too! 


It’s no accident that Butler buildings are finished Add Butler-Tone to the industry’s two outstanding 
with the most striking and protective color offered wall systems, optional roof guarantee, widest range 
in the industry — Butler-Tone™. Butler alone uses of clear-span sizes and types — and you have Amer- 
America’s number one system of pre-coating metal ica’s number one pre-engineered building value. 


panels. Butler-Tone coats both sides. Butler-Tone Phone your Butler Builder for the full story. He’s 
adds extra years of new-looking color and time-defy- in the Yellow Pages under “Buildings” or “Steel 
ing protection. Maintenance costs are minimized. Buildings.” Ask about financing, too. Or write direct. 


TURN THE PAGE TO SEE WHAT COLORFUL BUTLER BUILDINGS WILL DO FOR YOU... 


BUTLER 





MOCHA TAN PASTEL GRAY VIVID CREAM FERN GREEN WHITE TERRA COTTA 
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... handsome, hard-working 
BUTLER BUILDINGS 


help you sell, stock, service 


Brehm-Hanna Chevrolet, Mt. Vernon, Illinois 


Architect: D. Clarence Wilson, A.1.A., Mt. Vernon 
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Missoula, Montana 








Out front where customers are won — in back where the work 
is done — a Butler building helps you succeed! The clear-span 
steel structural system brings new planning and layout oppor- 
tunities. Your sales area can be a spectacular glass showcase 
or a smart office area. Economical curtain walls may be 
dressed to your taste. Post-free, truss-free interior gives you 
freedom in partitioning. Stack parts or crates right to the roof 
peak. Maneuver, assemble or service the biggest, heaviest 
equipment. Hang cranes and hoists from the strong, steel 
roof beams. 
Speed and economy of construction conserve your capital 
you schedule your “Grand Opening” and start making 
money sooner. For full details, call your Butler Builder. Ask 
him about financing, too. You'll find him listed in the Yellow 
Pages under “Buildings” or “Steel Buildings,” or write direct. 


M 


BUTLER MANUFACTURING COMPANY 
7432 EAST 13th STREET, KANSAS CITY 26, MISSOURI 
Manufacturers of Metal Buildings © Plastic Panels © Equipment for Farming, Transportation, 
Bulk Storage, Outdoor Advertising © Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. ¢ Houston, Tex. © Birmingham, Ala. © Kansas City, 
Mo. * Minneapolis, Minn. ¢ Chicago, III. © Detroit, Mich. ¢ Cleveland, Ohio * New York City and 
Syracuse, N.Y. * Washington, D.C. © Burlington, Ontario, Canada 





Alcoa Launches New Building Products 
Subsidiary; Aims at New Home Field 


PITTSBURGH—A lcoa Building 
Products, Inc. has been organized as a 
wholly-owned subsidiary of the Alumi- 
num Company of America to market 
the siding, gutters and downspouts and 
soffits of the parent company. * 

The new sales company will retain 
Alcoa’s tie-up with Mastic Corp., Bird 
& Son, Inc., Barrett Division of Allied 
Chemical Corp., Flintkote Cg. --and 
Philip Carey Manufacturing Co., who 
have served as distributors for the 
aluminum siding line during the past 
year. 

C. J. “Clem” Land, formerly gen- 
eral manager of Jones and Brown, 
Pittsburgh building products specialty 
company, is the president of Alcoa 
Building Products, Inc. 

Land announced that efforts will be 
made this year to increase the sale of 
aluminum for new home construction. 
He said that only 20% of current 
aluminum product sales in the building 
industry is used in new construction. 


Only 10% of aluminum siding sales 


* now are sold for new homes, he said. 


Land predicted that by 1965 at 
least half of aluminum building prod- 
ucts will be sold for new construction. 

S. J. Simmons, Jr., Alcoa’s manager 
of industry sales, said that the new 
building products company will have 
ap aggressive marketing and promotion 
program for the residential field. 

A complete aluminum soffit and 
facia system was also announced by 
Alcoa. It will be marketed this spring 
by the newly formed Alcoa Building 
Products, Inc. 

The new soffit system includes five 
variations of soffit sheet, four facia 
designs and a line of accessories. The 
soffit pieces are available perforated or 
non-perforated, in widths of 24 and 
36 inches. The soffits are prepainted in 
white Alumalure baked enamel finish. 

Perforations in the soffit are 4%” 
in diameter and are on 21/62” 
staggered centers. 





22 Ways to Safeguard Your 
Business Against Thievery 


Specific methods to safeguard your 
business against defalcations and as- 
sure proper accounting procedure were 
offered by Ira S. Fields, CPA, in his 
recent talk before the Building Indus- 
tries Marketing Institute at Purdue 
University. 

Fields has written many articles on 
financial management and accounting 
procedures for this magazine. (See 
“There’s Gold in Your Operating State- 
ment,” Jan. 2, 1961.) 

Art Hood, former editor of Amer- 
ican Lumberman, and chairman of the 
editorial board until Jan. 1 and cur- 
rently consultant to this magazine, is 
director of the new Marketing Institute. 

The mounting number of defalca- 
tions within the past two years, Fields 
said, led him to stress the importance 
of internal control. He said the amount 
and kind of controls will vary with the 
size and type of business. 

Fields’ three-hour session also cov- 
ered the use of profit sharing trust 
plans for the small lumber company 
with emphasis on the income tax sav- 
ings by the use of this device. Fields 
also reviewed the new rules covering 
expense account reporting for federal 
income tax purpose in the light of the 
government’s new clamp-down on 
expense accounts. 

Fields also pointed out what man- 
agement should expect to learn from 
properly-prepared operating state- 
ments. Also discussed during the ques- 
tion-and-answer period were such sub- 
jects as renting machinery vs buying; 
stock repurchase agreements and cor- 
porate life insurance. 


Below are the internal safeguards 
recommended by Fields: 


1. Bookkeeper should not handle cash. 
This applies to: 

a. Cash sales. 

b. The opening of mail and han- 
dling of checks should be done 
by someone other than book- 
keeper. Each check should be 
stamped for deposit before turn- 
ing over to the bookkeeper. 


. Bookkeeper should not open up can- 
celled checks received from the bank. 
Should first be reviewed by officer or 
manager to see if signatures are au- 
thentic. 


- Bookkeeper should never sign checks. 
Checks should be prenumbered. 


. Use imprest system of petty cash. 


. Deposit cash receipts in bank daily, 
intact. 


. Invoices should be prenumbered. 
Same for shipping tickets. Spoiled in- 
voices should not be discarded, but 
okayed by responsible party and filed 
in numerical sequence with other in- 
voices. 


. Lumber received should be tallied in- 
dependently of vendor’s invoices and 
then compared. 


. Credit memos should be prenumbered 
and okayed by responsible person. 


: Returned merchandise should be tal- 
lied by yardman and copy of tally 
card attached to credit memo. 


. Cash register for cash-and carry sales. 
Balance cash at the end of the day. 
Or sales register machine for each 
salesman with copy remaining in ma- 
chine to balance with at end of day. 
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. Shopping service occasionally. 


. Lie detector tests periodically for 
everyone. 


. One gate to take out the merchandise 
with guard to check out merchandise 
against invoice. This is also true for 
delivery trucks. 


. Perpetual inventory records to check 
against physical inventory. 


. Fidelity bonds for all employes. 


. Keep copies of monthly statements 
out of building for reference in case 
of fire. 


. Management should review aged list 
of receivables monthly and compare 
total with accounts receivable control 
account. 


. Adequate casualty insurance to safe- 
guard cash, fixed assets, inventories 
and receivables. 


Mandatory vacations for employes in 
positions of trust. 


. Monthly operating statements (and 
comparisons with budgets where 
available). 


. Independent figuring and price check- 
ing of sales invoices before billing and 
vendors’ invoices before paying. 


22. Audits by C. P. A.’s. 


Dealers registered. Over 40 dealers 
from Canada and the U. S. are en- 
rolled in the first Building Marketing 
Institute at Purdue University. They in- 
clude: 


Jack Ballast, Standard Supply & Lbr. Co., 
Grand Rapids, Mich.; Julian Bomar, Bomar 
Building Supply Co., Inc., Meridian, Miss.; 
John R. Doody, Jr. and Clifford E. Spates, 
John J. Doody & Son, Inc., Brooklyn, N. Y.; 
Norman G. Dulinski, Kelsey & Freeman Lum- 
ber Co., Toledo. 

Also Donald E. Faelker, Walderton (Ont.) 
Building Supplies, Ltd.; Carman G. Genoe, 
Carman Genoe & Co., Ltd., Orangeville, Ont.; 
Douglas W. Golding, Atlantic Provinces Re- 
tail Lbr. Dealers Assn., St. John, N. B.; 
Ekin G. Graber, LaGrange, Ill.; Earl J. 
Grimm, Grimm Lumber, Inc., Evansville, 
Ind.; G.E. Hemphill, Lumber Specialty Co., 
Carthage, Mo.; Melvin C. Huffman and 
Richard M. Call, The Scott Lumber Co., 
Wheeling, W. Va.; W. R. Jagoe III., Daviess 
County Planning Mill Co., Owensboro, Ky. 

Also James C. Killoran, Soo Mill & Lumber 
Co., Ltd., Sault Ste. Marie, Ont.; Ben Knecht, 
Knecht Lumber«Co., Rapid City, S. D.; Jerry 
M. Lee, A. P. Lee & Sons Lumber Co., Com- 
merce, Okla.; Richard J. Leyerle, I. N. R. 
Beatty Lumber Co., Oak Lawn, IIl.; Roy M. 
McKinnish, Powell Lumber Co., Inc., Can- 
ton, N. C.; Billy C. Milby, E. J. Milby Build- 
ers Supply, Greensburg, Ky.; Willard Myers, 
Myers Builders Supplies, Ltd.; Sault Ste. 
Marie, Ont.; Thomas Petso, Minster (Ind.) 
Lumber Co.; Donald E. Ranch, Smiley Lum- 
ber Co., Inc., Denver, Ind. f 

Also Earl W. Roberts, Jr., Williamson Lum- 
ber Co., Wyandotte, Mich.; S. Douglas Smith, 
Cowansville Building Supplies, Ltd., Cowans- 
ville, Que. Ted Snively, McCormick Lumber 
Co., Indianapolis; Thomas B. Tate, Jr., Tate 
Builders Supply Co., Erlanger, Ky.; Ludolph 
F. Todd, Woodmar Lumber & Supply Co., 
Hammond, Ind.; Wayne Whelan, Whelan’s 
Inc., Topeka; F. G. Weigand, Blaker Lumber 
& Grain Co., Kansas City; George Williams, 
Armstrong & Dobbs, Inc., Athens, Ga.; Gene 
C. Wisegarver, Shurtleff & Co., Elgin, IL; 
Warren E. Watson, Pioneer Lumber and 
Hardware Co., Glasgow, Mont.; Cal Brand 
and Evans Dunlap, Dunlap & Co., Columbus, 


Ind. 

Also Joe Gates and Harold Rice, Gates & 
Johnson Co., Decatur, Ill; Wm. B. Green 
and Roger H. Bryant, Central L & M Supply 
Co., Inc., Franklin, Ind.; William Howell and 
Gene Atkinson, New Castle (Ind.) Lumber 
& Supply Co.; Ralph Manger and Sainuel 
Price, Forkner-Manger Lumber Co., Ander- 
son, Ind.; Clarence Porter and D. M. Dick- 
son, D. Porter & Son, Stellarton, N. S.; 
Russell Royer and Ned Hahn, Covington 
(Ohio) Lumber Co.; Bernard Tessler and 
Richard Mooney, Euclid Lumber Sales, 
Wickliffe, Ohio; Tom Youngquist and C. W. 
Peterson, Highland Lumber & Fuel Co., Rock- 
ford, Ill.; Jerry Greenspun, Forest City 
Material Co., Cleveland. 
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* Only 


AMERICAN-MADE HARI 


delivers 


in every shipment! 


K pit 'S VALUES in Quality, Service and Support Assured by these Leading Producers 


oa) Abitibi Corporation, Detroit, Michigan or) Georgia Pacific Corporation, Portland, Oregon 

2) Bowater Board Company, Catawba, South Carolina & Nu-Ply Corporation, Bemidji, Minnesota 

a) Edward Hines Lumber Company, Chicago, //linois ie Masonite Corporation, Chicago, I/linois 

e> Evans Products Company, Corvallis, Oregon & Superwood Corporation, Du/uth, Minnesota 

& Forest Fiber Products Company, Forest Grove, Oregon ae) United States Gypsum Company, Chicago, I/linois 
7 Weyerhaeuser Company, 7acoma, Washington 
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DEPENDABLE SERVICE 

... keeping you always in stock, with balanced 
inventory. Your American producer knows your 
individual delivery and product needs and has 
the ability to meet them. 


CONSISTENT HIGH QUALITY 
... assuring you top quality end products every 
time. You have no worry about customer com- 
plaints, because your American producer puts 
his reputation behind every shipment. 


TECHNICAL SUPPORT 


... helping to establish you as an authority 
and leader in your community. Your Amer- 
ican producer constantly works to bring you 
more business and profit. 


Write for FREE copy of the complete ‘Plus Value”’ story | 


‘me AMERICAN HARDBOARD 
: ASSOCIATION 


205 W. Wacker Drive Chicago 6, Illinois 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Threshold with a Wood Core 


New Seal-Draft Wood Core Threshold 
has an inner core of California redwood 
to insulate against any possibility of cold 
or frost “creeping through” to the inside 
of a room. Cover plates are of scored 
aluminum. Curved vinyl sealing section 
arcs underneath bottom of door to seal 
oe drafts and infiltration of dust and 

irt. 

Entire assembly is fastened to the sub- 
floor with screws. Vinyl sealer is re- 
placeable. Sales aids include literature. 
Write Seal-Draft Div., Sun Screen Prod- 


ucts, Dept. BMM, N. 2220 Division, Spo- 


kane, Wash 
Circle No. 204 on Handy Cover Card 


KD Metal Door Frame 


Pan-L-Fit metal door frame is designed 
specifically for drywall panel construc- 
tion. Interior panels are 2” thick and 
door openings are full 8’ floor-to-ceil- 
ing height. Frame shown above is rein- 
forced for hinge attachment with ma- 
chine screws. Offered complete with uni- 
versal strike plate, dust box, rubber door 
silencers. 

Frames available for 1%” or 1%” 
doors of 6’6”, 6’8”, 7’ or 8’ height, adjust- 
able or fixed height jambs, with welded 
hinges or prepared for screw-attached 
hinges. Kewanee Mfg. Co., Dept. BMM, 
Kewanee, III. 

Circle No. 205 on Handy Cover Card 
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Plastic-Faced Acoustical Tile 


New Vinyl-coustic tile is the first non- 
perforated faced fiberboard acoustical 
ceiling tile, maker announces. A thin 
film of plastic conceals the noise-muf- 
fling perforations and also presents an 
attractive unbroken surface, yet allows 
sound to penetrate through it. Embossed 
vinyl-covered face of tile also is easily 
washed with a damp cloth or sponge. 
Tile is ideal for kitchen use where smoke 
and grease present a problem. 

Three patterns of Vinyl-coustic tile 
are available: Tapestry, Premier and 
Sandalwood. Barrett Div., Allied Chem- 
ical, Dept. BMM, 40 Rector, New York. 

Circle No. 206 on Handy Cover Card 


Single-Slide Window © 


A new aluminum _hori- 
zontal single-slide window 
can be placed into a pre- 
pared window opening and 
then nailed through an in- 
tegral fin-trim in seconds. 
Integral fin-trim eliminates 
clips and brackets. After 
nailing, preglazed window 
is ready for use. Ideal for 
remodeling or new construc- 
tion. Ceco Steel, Dept. 
BMM, 5601 W. 26th, Chi- 
cago. 

Circle No. 207 on Handy Cover Card 
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Gay Snac Bar 


It’s easy for a homemaker 
to serve sodas, cokes, salads, 
sandwiches and snacks with 
a Gay Snac Bar. It makes 
ice cubes by placing trays 
in the low temperature com- 
partment. A Gay Bar built- 
in cabinet model, half the 
size of the Gay Snac Bar, 
also is available. For litera- 
ture, write Gay Bar Soda 
Fountains, Dept. BMM, 
388 11th Ave. at W. 34th, 
New York. 

Circle No. 208 on Handy Cover Card 
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Duraflake Board 


Duraflake, a new wood- 
formed building material, is 
available in 3 grades: Dura- 
flake Underlayment, Dura- 
flake Standard and Dura- 
flake Furniture. Underlay- 
ment is produced in all 
standard underlayment thick- 
nesses and meets FHA re- 
quirements. Board has 
smooth surface, permits 
close machining of edges. 
Wood Fibreboard, Dept. 
BMM, Albany, Ore. 

Circle No. 209 on Handy Cover Card 


For Small Openings 
New Strait’s Imperial 6 
folding closure for small 


openings has heavy-gauge 
steel frame, truss type hinges 
and built-in Latch-O-Matic 
handle. Available in three 
vinyl-impregnated cloth cov- 
ers: birch bark, toast and 
opal bark. Retail prices be- 
gin at $25.50 for 2’6” x 6'8” 
door. Clopay Corp., Dept. 
BMM, Clopay Sq., Cincin- 
nati. 
Circle No. 210 on Handy Cover Card 
(continued on page 26) 
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TRANSPORT-100 
TRUCK TIRE 


INCREASES MILEAGE 
90%... AND MORE! 


Proved in 100 million miles of fleet tests to bring you 50% more original-tread mileage 
and much greater drive-wheel traction than any other regular original equipment 
Firestone truck tire! The all-new, all-wheel position Transport-100 wears far longer— 
actually gives you faster starts and quicker stops when half-worn than other original 
equipment truck tires when new. And, it’s the first truck tire anywhere truly noise- 
treated for quieter running. Yet it costs no more! In Nylon or Tyrex® rayon cord, tube- 
less or tubed. See it at your Firestone Dealer or Store! 


NEW INNER.- 
RIB BLADED 
TREAD increases 
traction, lateral 
stability. Positive 
iteering on curves 
—wet or dry! 





NEW—up To 
30% DEEPER 
GROOVES, 
buttressed for 
strength; longer- 
lasting tread on 
any wheel position. 


NEW EFFI- 
CIENT TREAD 
DESIGN: broad 
center rib equalizes 
load distribution, 
reduces slippage, 
increases mileage. 


NEW “STONE 
GUARDS” built 
right into the 
tread keep it free 
of gravel and 
pebbles to increase 
truck tire life. 


®T.M. of Tyrex, Inc 


Copyright 1961, The Firestone Tire & Rubber Company 


NEW FLATTER 
CROWN means 
equal pressure 
throughout tread 
print—for extra 
load-hauling, 
extra mileage. 
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NEW PRODUCT PARADE 


(begins on page 24) 








Two New Ceiling Tileboards 


Insulite announces two new pattern 
ceiling tileboards for 1961. New Mar- 
riage Circle pattern (top, above) is a 
perforated, decorative tile combining 
sound-quieting qualities with interlock- 
ing gray circles overprinted on a white 
background. Golden Trail pattern shown 
above has striking gold and soft gray 
intermingling over a white background. 

Both tiles are available in 4%” thick- 
ness, size 12” x 12”, with coated bevels. 
Tiles have flanged, tongue-and-groove 
joint. Insulite, Dept. BMM, 500 Invest- 
ors Bldg., Minneapolis 2. 

Circle No. 211 on Handy Cover Card 


Prefab Jiffy Rooms 


New five-sectioned all-alu- 





Modular Kitchen Unit 
New modular 72”, 84” 


coupon. 


Support Clip for Plywood 

A new type of supporting clip for ply- 
wood decking is called Teco H-Clip. It 
is available for %”, 2”, 48” and %4” ply- 
wood thicknesses. It is manufactured of 
18-gauge galvanized sheet steel. H-Clips 
meet FHA Minimum Property Require- 
ments as substitutes for solid blocking. 

Recommended use calls for two H- 
Clips on *%4” plywood spans of 48” and 
one clip on %” plywood spans of 24”. 
For free samples of Teco H-Clips and 
price information, write Timber Engi- 
neering Co.. Dept. BMM, 1319 18th St., 
Northwest, Washington 6, D. C. 
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In-A-Wall Bed 


In-A-Wall Bed 


uses less 


For more facts, use 
handy back cover 





Naless Joist Bridging 

Compression steel bridging is quick 
and simple to install, with maker’s new 
installer, from basement floor after 
structure is completed. Bridging is cold 
rolled steel, galvanized to resist rust and 
nailless. Cost of the installer is $40. It 
will pay for itself in three or four bridg- 
ing jobs, claims maker. 

Simply place bridging in installer and 
force (squeeze) both ends into the joist. 
NaLess Bridging is easy to install in old 
structures with the new installer as well 
as new. Rockford Fastener Co., Dept. 
BMM. P. O. Box 351, Rockford, Il. 

Circle No. 213 on Handy Cover Card 


Omega Line Offered 


Twenty-five dramatic flo- 


minum Jiffy Room can be 
assembled in minutes using 
only a screwdriver and pli- 
ers. Prefab structure has 
baked-on enamel finish of- 
fered in a choice of seven 
colors or natural aluminum. 
Produced in four stock sizes 
with optional accessories. 
L. S. Wilson Mfg., Dept. 
BMM, 371 East 116th, Chi- 
cago 28. 

Circle No. 214 on Handy Cover Card 
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and 96” steel BeautyQueen 
units have one-piece base 
section with 2 upper drawers 
and 3 sliding trays in right 
or left base section. Unit 
has 14%” post-formed top in- 
cluding double bowl, faucet 
with strainer and wall cab- 
inets above. Co-op adver- 
tising allowances available. 
Toledo Desk & Fixture, 
Dept. BMM, Maumee, Ohio. 


Circle No. 215 on Handy Cover Card 


than 15” of wall depth for 
installation. It is easily hid- 
den behind doors, drapes 
or part of the paneling. In- 
A-Wall is offered complete 
as a double bunk bed or 
single unit. Retail price: ap- 
proximately $150. It is 
available direct from maker. 
Sales aids include literature. 
Moore Co., Dept. BMM, 
Muncie, Ind. 

Circle No. 216 on Handy Cover Card 


ral and fauna patterns are 
available in the new decor- 
ative Omega line of tub and 


shower enclosures. Unique 
laminate process preserves 
decorative insert for life of 
glass, maker says. Heavy- 
duty head bar will not sag, 
interlocking design on jam 
secures tub rail. Write Loup 
Engineering Co., Dept. 
BMM, Columbus, Neb. 

Circle No. 217 on Handy Cover Card 
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“You can do exciting things with plaster.” That's the 
story Gold Bond is telling architects and builders through- 
out the country with striking advertisements in leading trade 
publications. We’re showing how acoustical plaster can be 
sprayed on either simple or complex ceiling shapes. How 
plaster has inspired many ingenious construction systems 
like the new space-saving, resilient partition at right. How 
architects can even design their own decorative cast plaques 
(above) to set in plaster walls for special effects. 

Plaster gives your customers complete freedom of design, 
yet blends beautifully with other materials. To see some 
of the exciting new possibilities in plaster today, write 
Dept. BM-21 for your free copy of “Imagination in Plaster.” 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 


Circle No. 13 on Handy Cover Card 
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New sound-isolating partition develops a 42 db sound 
rating in 2%" thickness by attaching pencil rods to 4” 
channel studs with Resilient Clips. Finished with metal 


lath and plaster on both sides. 


Gold Bond 


BUILDING PRODUCTS 


a step ahead of tomorrow 





Pp AVI LIO N The first unit of the new Memphis Academy 


of Arts rises majestically in the city’s Over- 

: ton Park.This impressive structure will be the 
OF BEAUTY... pride of Memphis residents for generations. 
KEYWALL masonry reinforcement is 

protecting the beauty of this Fine Arts Cen- 

ter. It’s adding greater crack resistance and 

increased strength to outside and partition 








BUILT TO LAST WITH 


ALY WALL 


Galvanized Masonry Joint Reinforcement 





EALERS: 


turnover and extra profits when 
1 the Keystone line. Keystone 


h advertisements like this in 
ectural and building publications. a 








walls, as well as the retaining wall at the base. 

Architects have specified KEYWALL be- 
cause they know it does an exceptional job 
in reducing shrinkage cracks and increasing 
lateral strength. And, as on all KEYWALL 
jobs, they can be sure this masonry rein- 
forcement is used as specified. 

Masons find KEYWALL easy to handle 


The winning design in the: Million) 


Dollar Fine Arts Center architectural \ 


competition, Memphis, Tennessee. 
When completed, this building. will 
have facilities for an art ‘academy, a 
theatre and a concert hall. Mann and 
Architects; Allen 
Hoshall, Mechanical Engineers; John 
C. Brough, Structural Engineer; 
Whitsitt Cox, 
\ general Contractor; Memphis 


Harrover, and 


Construction Inc:, 


KEYWALL masonry joint reinforcement 
is made for the following wall thicknesses: 
4”,6”, 8”, 10” and 12”. 


~~ 


and store. It unrolls in place on the wall, it 
cuts easily, and it’s easy to lap without add-' 
ing thickness to mortar joints. Full embed- 
ment and a strong bond are always assured. 

Why not use KEYWALL masonry joint 
reinforcement on your next job? You'll find 
it gives the low-cost, effective reinforcement 
you've been looking for. 





| fy 
ej aa 
i 


KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
Keywall « Keycorner - Keystrip - Keymesh® - Welded Wire Fabric - Nails 


Keystone Steel & Wire Company 


Peoria 7, Illinois 


Please send me complete information on Keywall. 


Name __ 
Title_ 
Company 
Address 
City_ 


State 
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Building 
Materials 


MERCHANDISER 


New Sales wk 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Ceiling Installation Kit 

This handy do-it-yourself ceiling in- 
stallation kit will be given away with 
every consumer purchase of an Arm- 
strong ceiling this spring. Manufacturer 
is supplying retailers with a complete 
package of merchandising aids, including 
window posters, banners, display racks 
and ad mats to help promote the offer. 

Beginning Feb. 15 and _ continuing 
through the end of March, Armstrong 
will promote free kit offer on its TV 
show, “Armstrong Circle Theatre.” Arm- 
strong Cork, Dept. BMM, Lancaster, Pa. 

Circle No. 218 on Handy Cover Card 


Two New Range Hood Displays 

A $10 value, Electronic Ductless 
Range Hood display (left, above) is of- 
fered free with orders for the hood. Tub- 
ular steel display is of masonite panel 
construction and has literature rack. 

Triple Range Hood display (right, 
above) emphasizes benefits of the El-c- 
tronic Hood and also displays any three 
of the maker’s five Power Vent range 
hoods. Also a $10 value, display is free 
with orders. Progress Mfg. Co., Dept. 
BMM, Castor Ave. & Tulip St., Phila- 
deiphia 34. 

Circle No. 219 on Handy Cover Card 
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Wainscot Paneling Kit 

A new Poly-Clad Plywall Wainscot 
Panel Kit contains precut paneling and 
moldings ready to install on a wall area 
12’ long x 40” high. Unit forms a self- 
contained, free-standing display. 

Kit includes three matching panels, 
48” wide x 39” high; two pieces each of 
matching cap and base molding, each 
measuring 6'1” long, plus installation 
instructions. Paneling and molding is 
available in 11 finishes. Write Plywall 
Products Co., Dept. BMM, P. O. Box 
625, Fort Wayne, Ind. 
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Packaged Matched Sets 


New Budgeteer line of bathroom acces- 
sories is packaged in any combination in 
a display carton with handle. The re- 
cessed accessories are available for 
cement-in or screw-in installation in 
chrome or gold. 

The seven-piece packaged set shown in 
photograph above retails for $24.42. 
Retail markup on cost is 40%. A plan of 
cooperative advertising allowances is 
offered ‘to dealers. Write General Bath- 
room Products Corp., Dept. BMM, 1056 
N. Wood St., Chicago. 
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Promotes Simpson Easy Wall 


A compact floor display demonstrates 
the installation simplicity of new Easy 
Wall partitions and paneling and points 
up their attractiveness when used with 
the manufacturer’s Forestone acoustical 
ceiling tile. The four textures of Fore- 
stone are framed and suspended above 
an eye-catching full-color poster. 

Plastic pouches on both sides of full- 
size sample partition contain installation 
tips and point-of-sale literature. Simpson 
Timber Co., Dept. BMM, 2040 Wash- 
ington Bldg., Seattle. 
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— 
Panel Has 20-Year Guarantee 


Each Stylux 20 plastic panel is identi- 
fied by a 20-year guarantee fact-tag 
shown in photograph above. Formal 
guarantee certificate also accompanies 
each customer order to provide retailers 
with an extra sales advantage. Latter 
is registered with factory upon installa- 
tion by means of an attached reply card 
mailed by customer. 

Panel in an assortment of colors is 
ideal for use as awnings, partitions, sun- 
shades, sidewalls. Butler Mfg., Dept. 
BMM, 7400 E. 13th, Kansas City. 

Circle No. 223 on Handy Cover Card 
(continued on page 32) 
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How to 
display 
sample 
doors for 
increased 
me... 


To 10 gallons of exterior paint 


...add 1 gallon of 


WATERLOX 


TRANSPARENT 


Clear Sealer and Finish 


MADE FROM 
TUNG OIL 


Paint flows easier, covers better, 
and lasts longer! 


Exterior paints go on faster and adhere better when 
Waterlox Transparent is added. Use a 1:10 ratio on refinish- 
ing, 1:5 on new wood. For oil base or alkyd resin-type 
paints. Takes the place of turpentine or mineral spirits. 
Improves color retention and adds to life of finish. 

For a free 1 pint sample, attach this ad to your letterhead. 


WATERLOX DIVISION, THE EMPIRE VARNISH CO. 
2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 15 on Handy Cover Card 





























USE MULTIPLEX MERCHANDISERS. Same advantages of limited space, 
high visibility, and customer appeal as the famous Multiplex Display 
Panels. (And doors and panels are interchangeable.) Doors are protected 


- may be sold as new. For complete information, mail the coupon. 


MULnP LEX pony Fixture Co. | 


Dept. E. Warne & Carter St. Louis 7, Missouri 


Please Send me literature on your Display Equipment 


COMPANY . 
ADDRESS 
CITY AND STATE 


oo ee oe ees ee ee ee ee ee es 
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WHAT'S THE ANSWER 


FOR FAST, PROFITABLE 
SMALL ORDER DELIVERY? 


Here’s what Lumbermen 
say in their own words! 


"We are pleased very much with the 
operation of this vehicle,with the 
ease of loading and unloading, han-— 
dling in traffic, and, of course. 
the advertising value that comes 
from something so unusual." 





“‘Besides the wonderful advertising, this truck has 
certainly proved itself very satisfactory in service 
for which it was purchased. We could very highly 
recommend this Lumberjack to anyone in the 
builders supply business.”’ 





"We again state that we like 
truck very much and plan on 
our fleet at some ] 1a 


later 





“*You have our permission to use our name or our 
letter for any customer contemplating the purchase 
of a Lumberjack body, as we think it is the answer 
to the lumber yards’ small deliveries—both as a 
practical unit and as an advertising medium.” 





"Besides being very handy for the 
numerous small local deliveries, it 
has a great advertising value." 





*Company names on request. 


A Lumberjack solves your small 
order delivery problems. Why not 
find out more about .it now! Write 
for brochure. 


DEKALB 


COMMERCIAL BODY 
CORPORATION 


233 WEST GARDEN STREET ° DEKALB, ILLINOIS 
Circle No. 17 on Handy Cover Card 
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NEW SALES AIDS 


(begins on page 30) 


Aluminum Siding Promotion Kit 


A brand-new 1961 sales promotion 
package includes a 52-page manual con- 
taining all of Alsco’s newspaper advertis- 
ing, literature, sample cases and premium 
items. It also includes radio and TV 
scripts and product description as well as 
a color selection guide for Alsco alumi- 
num siding. 

This is the fourth year Alsco has made 
such a merchandising kit available to its 
distributors and dealers. Write Alsco, 
Dept. BMM, 225 S. Forge, Akron. 

Circle No. 224 on Handy Cover Card 


‘‘Fix-Up Time’’ Promotion 


A new fix-up kit contains take-home 
literature describing how the homeowner 
can secure materials for a 12’ x 24’ rec- 
reation room for as little as $198.50. 
Included in the cost figure are framing 
for one wall, a door, one wood-grain 
hardboard accent wall, ceiling tile with 
furring strips, asphalt floor tile and ad- 
hesive, molding and masonry paint. 

Promotion package also includes a 
selection of ad mats, literature, radio and 
TV scripts. Celotex Corp., Dept. BMM, 
120 S. LaSalle, Chicago. 

Circle No. 225 on Handy Cover Card 
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For more facts, use handy back cever coupon. 


Range Hood Selling Center 

A new display showing four of Fasco’s 
fast-selling range hoods only takes 33” x 
18”. See-through construction prevents 
obstruction of customers’ view of other 
merchandise. 

Sturdy wire support is finished in 
black enamel. Frame is preassembled, re- 
quiring only a snap-and-lock operation 
to make it ready for sliding in four hoods. 
Unit is shipped flat in one carton on a 
special introductory offer. Fasco, Dept. 
BMM, Rochester 2, N.Y. 

Circle No. 226 on Handy Cover Card 
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Disposo-Well Sink Stand 


A new display stand for stainless steel 
Disposo-Well sinks now is available to 
dealers. Stand enables a dealer to graphi- 
cally illustrate such advantages of the 
sink as: in-corner drain position, allowing 
more stacking room and more under- 
counter storage space; ready access to 
disposer and the Redi-rim for easy in- 
stallation. 

The stand is available from Lyon 
Stainless Products Division, Lyon, Inc., 
Dept. BMM, 13881 W. Chicago Blvd., 
Detroit 28. 
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Pamphlets Sell Cedar Shakes 


Two new envelope stuffers are espe- 
cially designed to presell homemakers on 
the advantages of buying Handsplit Ce- 
dar Shakes. 

The mailing pieces remind customers 
that the shakes are split by hand from 
prime, edge-grain western red cedar and 
are ideal as exterior siding or roof of a 
summer cabin or town house. Retailers 
may obtain a quantity of the mailing 
pieces by writing to Red Cedar Shingle 
Bureau, Dept. BMM, 5510 White Bldg., 
Seattle. 
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Aluminum Siding Mat Service 


A new advertising mat service now is 
available to siding dealers at no cost. The 
service includes finished mats and bro- 
chures covering 4” and 8” Hollowback 
and Insulated Aluminum Sidings, plus 
special mats for the latest Embossed Sid- 
ings. 

The advertising layouts are made with 
interchangeable elements, suggested copy 
and emphasis on dealer promotion. For 
full details, write to U. S. Aluminum 
Siding Corp., Dept. BMM, 10551 Ander- 
son Place, Franklin Park, Ill. 
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Decorating Handbook Available 


A new 50-page, full-color ‘“Kentile 
Decorating Handbook” points out how 
Kentile floors can be applied to. decorat- 
ing every room in the house. It suggests 
patterns and instructs the homemaker on 
how to coordinate her color scheme. Per- 
mits customers to pre-select their choices 
of Kentile products. Handbook was es- 
pecially prepared for Kentile by Marvin 
Culbreth, well-known decorator. Price: 
$1. Write Kentile, Inc., Dept. BMM, 58 
Second Ave., Brooklyn 15. 
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Two New Films Announced 


“Teamwork for Profit”: A 27-minute 
color movie prepared by U.S. Gypsum 
Co. as part of its 1961 Dealer Advisory 
Service Program is built around a series 
of dealer-employe meetings designed to 
stimulate yard productivity. 

The 16 mm. film along with props, 
visuals, scripts and discussion data for 
holding three dealer-employe meetings is 
presently scheduled for showing at retail 
association conventions and meetings. 
U. S. Gypsum Co., Dept. BMM, 300 W. 
Adams, Chicago. 

Circle No. 231 on Handy Cover Card 


“Concrete in the 60s: Report No. 1”: 
A sound-and-color film depicts outstand- 
ing construction projects, news events 
and new applications of concrete during 
the past year. It’s a continuation of a 
newsreel series issued annually since 
1957. 

Prints of the 16 mm., 23-minute film 
are avzilable on loan through any of 
Portland Cement Association’s 35 dis- 
trict offices located in major cities. Port- 
land Cement Association, Dept. BMM, 
33 W. Grand Ave., Chicago. 
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New Building Material 





Cuts Sheathing 
Time In Half! 


_ Has 3 Times More 
Insulation Value! 


Bends around corners...openings can be cut after 
4 applying...tapered edges allow lapping; rigid and 
strong yet only 6’, lbs. per 4’ x 8’ sheet. 


| — rnc Introduced 


stomers 


MAKING ITE 
THER DEALER 


New Prod 
To Your 


Builder Cu 
A PROFIT- 
OARD CAN BE i 
W ST. REGIS INSULATIVE FOR INFORMATION, AS 
a eal % 


NE 
CONTACT AM ERICAN SISA 


FOR YOU 
- S ARE DOING 


». a 


’ 
* \ 
a F 1 ‘ 
; 4 , 
‘ ‘ . 
‘ ‘ 


\ 
‘ 1 
St. Regis Insulative Board means savings for the builder because . ‘ 


applied cost is less than most other sheathings. Faster and easier to ; 

apply. Superior insulation qualities mean more value for the buyer noes 

... you can offer 3 times more insulation than many popular sheathings : ysoustt 
provide. St. Regis Insulative Board is made of impregnated wood fiberboard, = 

faced on both sides with reflective aluminum foil. The foil is specially a 4 
perforated to allow “breathing.” Printed for convenient positioning ic a Le 
over studs. COMPLIES WITH FHA MINIMUM PROPERTY STANDARDS im, 


WRITE FOR FREE 8-PAGE BOOKLET GIVING U VALUES, APPLICATION DETAILS AND 
COMPLETE INFORMATION — AMERICAN SISALKRAFT, ATTLEBORO, MASSACHUSETTS 


INSULATIVE BOARD ‘A== 


American Sisalkraft Company 


DIVISION ST. REGIS PAPER COMPANY 
Circle No. 18 on Handy Cover Card 
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BMM FIELD REPORT: DEALER HOME IMPROVEMENT SUCCESS 








Remodeling Service 
Takes Up Slack From 


New Home Decline 


WICHITA, KAN. 

He’ CAN a retail building materials dealer oper- 

ating in a depressed economic area make any 
money or even survive? 

This is more than an academic question for. such 
dealers as Ben Cable, Jr., manager of the Rock Island 
Lumber Co. here. Wichita’s economy has slid down 
hill fast in the last 18 months. 

The construction picture tells the story. In 1959, 
approximately 2,000 new homes were built; in 1960, 
283 new houses were erected. Today, over 500 new 
homes built in 1959 are unoccupied; in addition, 
hundreds of older homes stand vacant and approxi- 
mately 4,000 apartments lack tenants. Within two 
years, employment in the aircraft and parts industry 
dropped approximately 10,000. All this happened in 
a city of 343,231. 

With about 80% of their volume in the contractor 
bracket, Rock Island Lumber Co. has faced a real 
headache. Searching for new markets, Cable and his 
associates turned to remodeling early last year. Starting 
slowly and learning from experience, Cable feels that 
the firm’s remodeling department should have a good 
year in 1961. 

His remodeling goal for the year is $600,000. This 
past year Rock Island handled 136 jobs totaling around 
$125,000. Carrying on a consistent promotion program 
with newspaper advertising and direct mail, Cable 
hopes to build his sales force to 10 men during the 
year. He now uses four full-time and two part-time 
salesmen. 

The basis for any good remodeling department rests 


with effective salesmen and a fast and accurate pricing 
and estimating system, believes Cable. 

“You’ve got to have darn good salesmen and they 
have to have a good estimating and pricing system to 
work from,” he declares. 

To secure good salesmen, Cable ran classified news- 
paper ads. He believes that a lumberyard background 
is one of the less essential requirements for a good 
remodeling salesman. This is the background of Rock 
Island’s remodeling salesmen: 

Les Priebe: Had his own cabinet shop and was in 
the contracting business; also sold insurance. 

Ray Lorenz: Sold appliances, heating and air con- 
ditioning equipment; his father and brother are home 
builders. 

Dee Crandall: Worked for a wholesale building 
materials firm. 

Ed Scott: Sold wall and floor coverings; did con- 
tracting in Louisiana. 

Carl Watkins: Part-time salesman, farmer and 
worked in the office for an aluminum storm window 
company. 

Pete Tovey: Also part-time, worked for a competing 
yard, also for a contractor. 

Commission schedule. Salesmen are compensated on 
a straight commission basis. In cases where a drawing 
is provided, it is payable semi-monthly. Commissions 
in excess of the drawing account are also paid monthly, 
based on a report of sales as of the close of business 
on the last day of the month. 

Any agreed drawing account will be considered as 

(continued on page 36) 


34 February 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





@ After one year’s experience and experimentation, Kansas line- 
yard branch has established: 

— An accurate, fast and flexible unit-estimating system which 
permits a pricing schedule that covers labor and materials 
in lineal or square feet. 

-— Four-man home improvement sales crew—with salesmen’s 
compensation plan to stimulate maximum incentive. 


® Jobs are figured to include about 15% for labor. Subs can 
figure own labor, but dealer will save them the trouble. 


© Newspaper ads, displays, sales kit all help to sell and control 
package service without price-cutting. 
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HOME IMPROVEMENT SUCCESS 
(begins on page 34) 





a guarantee for the first calendar month of employ- 
ment only. Thereafter, if commissions are less than the 
drawing account, the deficit will be carried forward as 
a deduction from the salesman’s commission the fol- 
lowing month. Deficits will be accumulated until such 
time as the total commission due exceeds the total 
deficits. 

Commissions are paid on completed jobs. An ad- 
vance not exceeding 60% of the commission may be 
paid in the month in which the job is fully approved; 
the balance of the commission will be paid in the 
month in which the job is completed and all proceeds 
collected or financing established. 

Referral commission. On leads developed and re- 
ferred by regular yard employes, a referral commis- 


sion of 1% is paid to employes developing the lead. 
This is deducted from the salesman’s commission. Re- 
ferral commissions are paid on completed jobs only. 
Here is the schedule of commissions: 
1. Jobs $250 or less 8% 
2. Jobs over $250, except roofing, siding and alumi- 
num storm windows and doors (unless included 
as a part of other remodel work): 
First $5,000 
Next $2,500 (to $7,500) 
Next $2,500 (to $10,000) 
Over $10,000 
Jobs totaling $5,000 or more on regular price 
basis must be submitted to the manager for 
review and adjustment of pricing when nec- 
essary. 
3. Roofing, siding and aluminum storm doors and 
windows, when sold as a specific job and not as 
a part of a remodel job: 
(continued on page 38) 





KITCHEN AND PATIO STORE DISPLAYS help stimulate remodeling. Note two 
styles of kitchen cabinets, built-in range, oven and hood. About 15% of 
Rock Island's remodeling sales last year were in these two categories. 
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III. 
D. Bridging per set (1x3) 
Per lin ft 


E. Sub-Floor 
Per 1000 FBM (diagonal) 
1x8's - 1.29 FBM per sq ft 


1/2" CD Plywood 





F. Basement Posts 6x6 wood 
3" Pipe 


G. Basement Steps 1 sect (per set) 
| ” 2 sect (per set) 
Handrails wood - 1 story 


IV. EXTERIOR WALL FRAMING 
) Per 1000 FBM 
A. 2x4 studs - .92 FBM sf wall 16” oc 





.78 FPBM 24" OC 





8' High 





9' High 


B. Wall Sheathing 
Diagonal lumber per 1000 FBM 
1x8 diag 1.29 FBM per sf 
8' high wall 
9" high wall 











per sq ft of wall 





8' high 
9' high 






25/32 Nuwood per 100 sq ft wall 105 





8' high 
9' high 
1/2" Gypsum Board 









Rough Door & Window Bucks 
Garage Door Buck 44FBM 
3-0 Door Buck 12 FBM 

3-0 Window Buck 14 FBM 
to 7-0 Window Buck 16 FBM 
















v. 





INTERIOR WALL FRAMING 
Per 1000 FBM 
2x4 Studs 92 FBM per sf of wall 

per 8' high wall 

Per 9' High vall 












2x6 Studs 1,36 FBM 
Per 8' high wall 
Per 9’ high wall 





1/2” Nuwood per 100 eq ft 105 ft Nuwood 





Labor 
227 
20 


54.26 
69.99 


:039 


4.25 
4.25 


29,00 
39.00 
4.50 


89.73 
-08 


+06 


71,51 
09 sf 
072 1¢ 
-81 1f 


4.0 
-043 
~% 
3 


ft Nuwood 
4.30 


-56 1f 
-63 1£ 


-68 1f 
99 1f 








Mat'l 


012 


125.00 
161,25 


19 


4.21 
12.95 


15.00 
22.00 
4.50 


155.00 
143 


util 
120.00 
155 


9.20 
-092 


Cost 


179,26 
231,24 


244,73 


14.50 
0145 


19.80 


11,12 
4,31 







209.90 
185 





&.P. 
-50 set 
37 


215.11 
28 ef 


-209 425 ef 


10.25 
20.25 


53.50 set 


69.35 set 
12,00 


288 , 68 


+229 ¢ .233,8f) 


( .263 std 
( &Btr 







191.51 
245 = .29 of 
2.32 1£ 
2,61 Lf 





16.50 
-165 af 
1,32 1f 
1.49 1f 






24.00 

1,92 1£ 
2.16 1f 
145 ef 





13.15 ea 
6.31 ea 
6.67 ea 
7.26 ea 





247.88 
223 ef 
1.84 1f 

2.07 lf 





342 af 
2.64 lf 
3.08 1f 














ESTIMATING-PRICING SCHEDULE 
(sample sheet above) covers major 
structural elements which are 
broken down into materials re- 
quired on a square-foot or lineal- 
foot basis. Columns are ‘‘Labor,”’ 
‘‘Materials,"’ ‘‘Cost’’ and ‘‘Selling 
Price.’ Two men responsible for 
system are branch manager Ben 
Cable, Jr. and salesman Les 
Priebe, pictured at right. 
























HOME IMPROVEMENT SUCCESS 


(begins on page 34) 





a. If contract profit is 18% or more ....10% 
b. If contract profit is below 18% 

A bonus commission of 2% will be paid on sales 
carrying 6% commission only under the regular com- 
mission schedule when the following conditions are met: 

A. The total of the individual salesman’s contracts 

sold and approved during the month is $6,000 
or more. 

. The average contract profit on all jobs of the 
individual salesman completed and closed during 
the month amounts to 1674% or more of total 
contracts. 

In determining profits, costs are figured as follows: 
yard materials charged to the contract at current retail 
prices; other costs at actual cost of sub-contract prices. 

Rock Island salesmen furnish their own cars and pay 


their own auto and other sales expenses. 

Sales meetings are held weekly. Salesmen are 
instructed to meet price-cutting competition by stressing 
quality, service, convenience and reliability. 

“We are not participating in a wild price-cutting 
competition,” declared Cable. “We stick to our quoted 
price, except for some of the extreme big-ticket jobs 
which permit some flexibility.” 

Pricing the contract. Contracts are priced to make a 
net profit of 17-18%. Gross profit on materials is 
figured at 30%. A job analysis disclosed that materials 
account for 42% of the contract; labor and sub-con- 
tracting run 41% leaving 17% as profit. 

Net profit from the 30% gross profit on materials 
figures at 12%; this 12% added to the remodeling con- 
tract gross profit totals near 29%. From this gross profit 
must come selling costs (commissions), figured at 8%; 
also promotion and miscellaneous costs, upping this 
figure to 12%. Deducting this 12% from the 29% 
gross profit places the net profit on remodeling contracts 
at 17%. 





THESE REMODELING JOBS WERE SOLD BY ROCK ISLAND LUMBER 


ROOM AND GARAGE cost owner $4,000. Dura- 
ply vertical siding was used on exterior. 12’ x 
14’ room was paneled in Philippine mahogany. 


CONFERENCE ROOM was part of extensive commercial remodeling job which 
totaled $5,097. Package price even includes 90 yards of carpeting sold 
by Wichita dealer's remodeling department. 


a : 
wa 


FIRE DAMAGE resulted in $6,100 inte- 
rior—exterior job. 


* * ae fs 
a * ea A 


ROOM ADDITION (14’x24’) included re- 
roofing. Sale: $2,182. 


GARAGE ADDITION (14’x24’) had new 
roof to match house. 
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Estimating the job. Rock Island’s estimating system 
reduces all phases of labor and materials estimating 
to a lineal or square-foot basis. It is adaptable to any 
type of job, and because it is fast and almost foolproof 
it gives the salesman confidence in his job and enables 
Rock Island and their subs to make a satisfactory prof- 
it on each job. 

Each salesman does his own job estimating at the 
site, then combines labor and materials figures into a 
complete package selling price. After estimating and 
selling the job, all other details are left with the store 
staff so salesmen can devote their time exclusively to 
selling. Hiram Parsley, who acts as labor and materials 
coordinator, handles contacts with subs. 

“We think a good but comparatively inexperienced 
salesman can acquire a working knowledge of our 
estimating system in about 30 days,” said salesman 
Les Priebe. “Anyone familiar with our system can 
estimate the average $3,500 job in about 45 minutes.” 

Jobs are figured to allow subs about 15% for labor. 
They may do their own labor estimating if they wish, 


but most have accepted Rock Island’s figures without 
question. One reason for this is that Rock Island’s labor 
estimates have sometimes been above those made by 
the subs themselves and the higher rate has been paid. 
The estimating system has undoubtedly been a factor, 
Cable feels, in gaining the confidence and loyalty of 
subs. 

Finding competent contractors is not a serious prob- 
lem (with the exception of floor surfacing contractors), 
because of the building slump, although many good 
ones have moved elsewhere to find work. Rock Island’s 
reputation and advertising program has resulted in 
many contractors soliciting jobs from them. 

Promotion program. Newspaper advertising, area 
solicitation and direct mail have been used to secure 
job leads. Newspaper advertising space averages three 
ads (2 col., 6 in.) weekly, and most of this space is 

evoted to remodeling. Most of the $500 monthly 
advertising budget is pointed in the same direction. 

Garage leads were secured by canvassing a specific 

(continued on page 41) 








FIBERGLASS ROOF over patio, plus exterior paint job and minor repairs, 
cost customer $1,012. Complete package was supplied by Rock Island. 














SUB-CONTRACTORS PERFORM all labor 
on Rock Island's remodeling jobs at a 
predetermined price. It's part of the 
“DSC” (Dealer Sales Control) manage- 
ment principle described on page 5 of 
this magazine. The dealer does the sell- 
ing and package pricing—the contractors 
keep busy on the job. 


80’x40’ METAL ROUND-TOP MACHINE SHED was built by 
four-man crew in less than two weeks. Selling price was 


$4,900. 
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MOVES INVENTORIES because it’s so downright practical! 


Every foot of Pronto Panel has built-in sales benefits! It’s a paper-sealed, 
crack-free, dust-free insulating surface. Under the tough kraft paper is solid 
100% kiln-dried sheathing grade lumber. It saws without glue-binding—nails 
up fast on walls, roofs, subfloors. And lightweight 2’ x 8’ size is just right for 
one-man handling. Introduce Pronto Panel to your builder customers—you'll 
be taking the first step toward profitable REPEAT BUSINESS. 


x, Arizona 


~ — metas i Castern Region. oft 
135 S. LaSalle St., Chicago lindis 
Southwest [oo 
FORFST TRIES INC P. 0. Box 908. Phoen 
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ROCK ISLAND'S REMODELING SALESMEN with their selling 
tools. Left to right: Ray Lorenz, Dee Crandall, Carl Watkins, 
Ed Scott and Les Priebe. Estimating and pricing sheets and 
manufacturers’ literature are part of the salesman's kit. 





HOME IMPROVEMENT SUCCESS 
(begins on page 34) 





area, then followed through by mail and phone calls. 
A more recent letter covered general remodeling— 
porches, patios, kitchens and similar jobs. Each sales- 
man was responsible for covering certain areas. One 
salesman has contacted all the insurance adjustors and 
the results have started to pay off. 

In-store sales tools include a model kitchen and a 
patio display featuring tile, wrought-iron furniture, 
fiberglass panels and picnic tables. 

Financing is handled through four local banks. A 
good many jobs have been sold under FHA Title I, 
but a surprising number of jobs have been for cash. 
Savings and Loan associations and a local finance 
company have also financed some jobs. 

Newspaper ads have resulted in more leads than 
any other source. They have pulled about 20 leads 
weekly and about a dozen have been worth follow- 
ing. Jobs have ranged from a low of $28 to a high of 
$5,100 with an average of $1,100. 

Cable plans to concentrate this year on commercial 
and farm jobs, painting and decorating and kitchens. 
Motels will be a special project with the state celebrat- 
ing its centennial and an exposition scheduled for 
Wichita. 

When and if the Wichita new home market recovers, 
Rock Island hopes to be in an enviable position to 
capitalize. With slight modification, their estimating 
system can be adjusted to new homes and with con- 
siderable experience in DSC (Dealer Sales Control), 
they will be able to control a higher percentage of the 
building materials market throughout their sales area. 


Remodeling Breakdown By Job Category 


An analysis of various types of remodeling jobs 
handled by Rock Island’s remodeling department last 
year disclosed this breakdown: 

Room additions 

Miscellaneous (garage rooms, rec. rooms, etc.) 22% 

Garages 14% 

Commercial and farm jobs 

Porches and patios 

Kitchens 

Painting and decorating 4% 

Roofing and storm windows .............. 3.4% 
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John Wood Portable Heaters 


Your sales soar with new John Wood Portable 
Heaters! Exclusive combustion chamber eliminates 
smoke, odor and visible flame. Sturdy construction 
withstands the toughest treatment. John Wood Port- 
able Heaters incorporate the exclusive clean shutoff 
valve. Construction Crews can work all winter in 
comfort...3 John Wood models will handle all 
temporary heating jobs! You're sure to make big 
profits with these Portable Heaters... backed by 
John Wood’s 90 years in the field of combustion 
engineering! 


MODEL PH 80 MODEL PH 120 MODEL PH 350 
Delivers 80,000 BTU’s; 120,000 BTU’s per Heavy construction unit 
operatesfor20hourson hour. Handsome, for peak heating de- 
one tank of fuel; pro- sturdy, well balanced mand...delivers 350,000 
vides the best features deluxe unit is ideal for BTU’s pe: hour. Rolls 
of portable heating! all installations. easily on large wheels. 


Find out today how you can build year-’round sales with 
the new John Wood Portable Heater Dealer Plan! Write: 


JOHN WOOD COMPANY at 


Heater and Tank Division woop 
Conshohocken, Pennsyivania—Chicago, Illinois Or es 
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For Open Wall Shelving. No. 80 Standard (18" to 144" lengiige® 
180 Brackets (4” to 20” lengths). Satin anochrome, brass or 





For Built-in Shelving. No. 255 Standard (24” to K-V SHELF HARDWARE 


144” lengths, %” adjustment). No. 256 Support (%” 
easily installed, easily adjusted, /asts a lifetime! 


long, %«” wide). Nickel, zinc or bronze finish. 


The modern, convenient way to add needed shelving or desirable 
decorative effects. Handsome and sturdy, remarkably low-cost. 
Easy to install and adjust, lasts the lifetime of the house. Always 
keeps shelves straight, strong, sag-free. Available in a range of 
sizes to meet most specifications. Ask your K-V sales representa- 
tive about K-V hardware and fixtures — or send for our catalog. 


KNAPE & VOGT 
MANUFACTURING CO. W 
Grand Rapids, Michigan 


HARDWARE 


Manufacturers of a complete line of quality drawer slides, siiding and folding door hardware, closet and kitchen fixtures and Handy Hooks for perforated board. 
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Looking toward the dryer section —600 feet long—in the Dierks new woodfiber plant. 


jerks woodfiber sheathing 


At Craig, Oklahoma at the new Dierks Woodfiber Division plant 
Dierks engineers have pushed the starting buttons. A new concept 
in fiberboard production has come into existence. This modern 
plant, using the most up-to-date machinery available to the industry 
is now producing Dierks Insulating Sheathing, Shingle 
Backer and Roof Insulation. 

Throughout the long history of the Dierks company its forest 
products have been produced under exacting standards of quality. 
Now, Dierks Insulating Sheathing is being manufactured under 
this same rigid standard. 

Dierks Sheathing is available in 42" or 25/32” thicknesses 
in several sheet sizes. 

Ask the Dierks Representative that calls on you for further 
information or write, phone or wire 


Dierks Forests, Inc. Géngisee Desczie 


810 Whittington Ave., Hot Springs, Ark. 


February 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 22 on Handy 





SELL 


THE POST WITH THE 
HOT FORMED SHRUNK 
ON ANCHOR 








GUARANTEED 
100 to 1* 


Only Gold Crowns have the Shrunk- 
on anchor plate. It's not riveted or 
welded to the post, but actually 
heated and shrunk-on so it will not 
come off in roughest handling. And 
it's guaranteed 100 to 1.* 

Gold Crowns anchor well in any 
soil, stay straight and hold fence 
wires tight. Finished in green and 
gold enamel, double baked, they 
dress-up your farm. 








"10003: FREE 
ee PY ‘retant 
na on 


Jean 


to our f 
tion of the claim. 


eo. is 
WRITE FOR DETAILS TODAY 


CALUMET STEEL DIVISION 
FRANKLIN STEEL DIVISION 


= lolaeme aac! * 
'T r ar A fs 


ration 
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SMALL-TOWN REPORTER. . . 


GOOD LOOKS and easy maintenance were important to the owners of the Fort & 
Schock Chrysler agency in Pekin, Ill. Reinhard Lumber Co. installed Marlite pre- 
finished paneling in showroom and office area. 


Plastic-Finished Panels Help Dealer 
Sell Profitable Commercial Jobs 


PEKIN, ILL. 

MALL TOWN DEALERS can in- 

crease sales by cultivating more 

commercial building jobs, says Jack 

Bolam, manager of the Reinhard Lum- 
ber Co. 

Although Reinhard’s has long been 
a major factor in the local home im- 
provement market, Bolam decided that 
it was time to also develop commercial 
business. 

A veteran of 40 years in the lumber 
business, Bolam figured that he could 
increase both his volume and profits 
by bidding on prime commercial in- 
stallations. 

His contention proved correct. He 


PORTABLE SAMPLE 
DISPLAY helps boost 
sales in commercial 
field for small-town 
Illinois dealer. Manu- 
facturers’ representa- 
tive Earl Heffner 
(right) has just set up 
display. He points out 
random plank sample 
to Jack Bolam, man- 
ager of Reinhard 
Lumber. 


found that commercial jobs can use 
specialty products which provide a 
good profit margin. 

For example, he promoted a wood- 
grained plastic-finished wall plank for 
commercial installations. He recom- 
mended the paneling for the new Roxy 
bowling alley in Pekin and the archi- 
tect used the product in the lounge, 
restaurant and corridors throughout 
the new building. 


Another sale was made to the Fort 
and Schock automobile agency, who 
wanted a washable paneling for show- 
room and office area. This installation 
is pictured at top of this page. 
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pioneers 
THE PLYWOOD HOUSE 














q G-P applies the new flooring system using 
Guaranteed Premium T&G 2-4-1. A combination 
subfloor and underlayment, these 114", 4'x 8’ panels can be 
used over framing 48” 0.c. Tongue and groove eliminates 
need for blocking between joists. The savings in material, 
framing and labor are obvious! Guaranteed Premium’s 
superior glue line eliminates storage problems and deliv- 
ery delays. It is guaranteed against mold or delamina- 
tion stored outdoors off the ground for one year, tarp- 
covered, or 6 months, uncovered. If it does, G-P replaces! 


G-P experiments with a new use—GPX high 
density for exterior walls. This plywood, usually 
employed in reuseable concrete forms, needs no paint. Its 
armor-hard, semi-transparent overlay shrugs off abra- 
sion, sheds water, resists freezing temperatures, mold and 
termites. This use, still in the idea stage, could offer a 
tremendous selling point for builders: a maintenance- 
free exterior! Available in natural amber...in olive drab or 
black on special order. Soon in red, blue, yellow or white. 





i. ie 














World’s largest plywood producer, 
Georgia-Pacific, pioneers 
a houseful of new ideas 


Here is dramatic demonstration of Georgia-Pacific’s constant 
search for better, newer plywood products and uses. The 
Plywood House explores fresh aspects of the world’s most 
useful building material. Standard plywood is used in unusual 
ways: unsanded sheathing is left exposed on the ceiling to 
achieve an interesting texture. New finishes effect labor- 
savings: ceiling sheathing is sprayed with flat white and 
thinner, mixed % and , for a handsome whitewashed look. 
New construction principles and products contribute to the 
revolutionary spirit of The Plywood House—a spirit typical 
of Georgia-Pacific’s approach to all its plywood products. 
Constant research, improvement and testing guarantee that 
the finest plywood for building bears this mark...G-P. 


G-P explores a new construction method with 


box beams that adapt the principle of the three-hinged 
arch—a device commonly used in heavy construction but 
unusual in home building. It allows walls to become non-load 
bearing so lighter framing members can be used (2 x 3’s or 
even 2 x 2’s). It also permits complete flexibility in planning; 
interior layout can be revised at will. Made of G-P °%” A-C 
exterior grade plywood, glued and nailed to 2 x 8’s, the 
beams can be readily prefabricated. Their light weight makes 
installation simple; two men alone installed these! The time, 
labor and material saving offered builders is tremendous. 
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G-P plywood quality begins in its own. 


forests with the perfect plywood tree: 


Because Georgia-Pacific owns vast timber reserves, it can select only those trees perfect for plywood 
—tall, straight shafts of choice Douglas fir. Of these trees, only the finest sections will rox0) into G-P 


plywood. From the moment the scalpel-sharp blade of the lathe starts peeling ribbons of veneer... 


- to the final bonding with superior glue, experts will’supervise every step of production. They will check 
and re-check, test and re-test until every piece comes up to their rigorous standards. The minimum 


quality set for G-P plywood is often the maximum for ordinary brands. The conclusion is obvious: 


Build with the finest quality plywood: 
Georgia-Pacific. It costs you no more. 


© 





GEORGIA-PACIFIC 
EQUITABLE BUILDING, PORTLAND 4, OREGON 


plywood « lumber ¢ redwood « hardboard « pulp « paper « chermncals 








NEWEST DeWALT FOR BUILDERS! 


axe) at-] 0) (=m ze)’ "/-1 010) 
__ Value-Packed 


Model 1030K 


* MODERN WEDGE-LINE STYLING * EYE-EASE GREEN COLOR * EXCLUSIVE TOTALLY-ENCLOSED 
3 H. P. MOTOR * 10” SAW CUTS 3” DEEP, RIPS 25” WIDE * EXCLUSIVE WELDED HANDLES 
* BUILT-IN MOTOR BRAKE STOPS SAW INSTANTLY * BIG WORK TABLE * MANY OTHER BENEFITS 


This is the greatest value since DeWalt invented radial 
saws in 1922. This 1030K model gives you 50% more 
power than any other 10” radial saw. It runs on 115 or 
230 volts...is easily moved from job to job. Own this 
—— od - ‘ VALUE-PACKED DEWALT. With it, 
4 ? Beier = you will build houses faster, easier, bet- 


. ‘a -’ ter and at lower costs than ever before! 
GREASE-SHIELDED BEARINGS CUT-OFF SCALE ON FENCE 

roll quietly and smoothly makes “‘repeat”’ cuts fast, easy 
. DeWALT, Inc., Dept. BM-261, Lancaster, Pa. 
\ Black & Decker svesiviary 


Please send me free 20-page De WALT CATALOG 
Name 
Address. 


SAFETY KEY SWITCH DROP-LEAF SAFETY TABLE 
protects you and your workers for panel work (extra) 


a ee 
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BMM FIELD REPORT: DEALER HOME IMPROVEMENT FAILURE 


(See page 34 for dealer success story in home improvements) 





This Dealer 


Ran Ads 
Like This 


* 


OP 


ERATING HEADQUARTERS of 


Comes First."’ 


ew 


Boomtown Lumber Company's re- 
modeling fiasco is this frame office building. Faded decal in entrance 
door states, ‘‘We'll Help You Build or Modernize—Your Home 








‘‘We've Been Swindled!" 


How often the homeowner has 
discovered a shoddy job of home 
remodeling after it was paid for 
or sky-high finance rates, ex- 
cessive charges, inferior quality 
materials—after he has signed 
a contract with a fly-by-night 
remodeling firm. These few un- 
scrupulous companies give all 
the many honest home remodel- 
ing firms a “black eye.” 

There is an adequate profit in 
home remodeling, done at fair 
and reasonable prices, by skilled 
workmen. After months of plan- 
ning, Boomtown Lumber Co. is 
proud to announce the opening 
of a complete Home Remodeling 
Division, equipped and staffed to 


BOOMTOWN 
AT 16 EAST OAK ST. SINCE 1906 


provide one reliable source for 
all your remodeling projects— 
rooms, garages, attic conversions, 
car ports, patios, porch en- 
closures—a complete staff for 
concrete, brick, and carpentry 
work, plastering, wiring, roofing 
—everything done by skilled, 
courteous, bonded workmen. 
Long term, lowest rate financing 
is arranged for you, with no 
money down, through a bank. 
Get your remodeling job done 
RIGHT—at a PRICE that’s right 
—from a 52-year-old firm whose 
“satisfaction guarantee”’ you can 
trust. Call SUperior 9-3221, Home 
Remodeling Division, for a free 
cost estimate. 


LUMBER CO. 
- TEL. SU 9-3221 








IRONIC HEADLINE TWIST and ad copy, with which many Boomtown 
remodeling customers regretfully agreed after it was too late to do 
anything. Teaser ads, also hundreds of radio spots, helped pull 
leads. Better Business Bureau said too many people inquired about 
firm AFTER they had signed contract. 


Which Led to Troubles Such as These... 


SMALL REPAIR JOBS done in blind woman's home at left, above, resulted in owner's complaints to Better Busi- 
ness Bureau and two letters to Boomtown Lumber Co., which failed to answer. PILE OF SAND, in foreground 
above, is aftermath of faulty sewage system installed for home at right. Homeowner is currently suing Boom- 
town Lumber for damages. 
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Remodeling Sales Hit $37,000 
a Week, Yet Dealer Fails 


© Here is the incredible, but true, documented story of a retail 
building materials dealer who sold so many modernization 
jobs (at a loss) that he had to quit or go broke. Only the 
high-pressure salesmen made money. 


This is what happened when a smooth-talking, suede-shoe op- 
erator sold a dealer on running his new remodeling department. 


Poor management cost this firm a potential gold mine in home 
improvement business. Instead, within six months, the company 
was on the financial ropes and the good reputation of a 52- 
year-old firm was irreparably damaged. 


“BARNUM WAS RIGHT,” agreed the retail build- 
ing materials dealer with a wry smile, as he concluded 
an interview with a BMM editor. “A sucker is born 
every minute. 

“You read plenty of dealer success stories in the 
trade press,” he added, “but when did you ever read a 
story of a dealer’s failure?” 

For obvious reasons, failures don’t seek publicity and 
: this dealer was no exception. The purpose of the in- 
terview was to get his own explanation of why he failed 
in the home improvement business when his salesmen 
sold as much as $37,000 in new remodeling business 
weekly. 

It isn’t easy to talk about failure dispassionately, 
especially if you are the man responsible. Consequent- 
ly, this article is based on information from a variety 
of authentic sources, including an interview with the 
dealer, who consented to tell his side of the story in 
the hope that it may prevent other dealers from mak- 
ing the same mistake. 

Dealer and editor agreed on two points—that the 
dealer’s own name, the names of the firm, city and 
state be omitted. Secondly, that the dealer have the 
opportunity to read the completed article prior to pub- 


lication as proof this promise was kept. 

Consequently, the names of people and places in 
this article are fictitious, but the story based on person- 
al interviews and checkbacks through recognized fi- 
nancial and business sources is factual. The circum- 


stances are recent. 
ie ke * 


Boomtown is in the 200,000-500,000 population 
bracket. It has over 70 lumberyards and the yellow 
pages of the phone book list over 100 companies in 
the “contractor-alteration” category of home improve- 
ments. 

Less than a dozen lumber dealers are in this classi- 
fication and only two take significant advertising space. 

The home improvement market was obviously ripe 
for an aggressive retail building materials dealer with 
a good reputation and the ability to supply the public’s 
needs. 

Boomtown Lumber Co., managed by 39-year-old 
Joe Jones, had the reputation but not the ability you 
might expect from the head of a 52-year-old organ- 
ization. 

“We had kicked the home improvement idea around 

(continued on page 52) 
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Contract 
Boomtown Lumber Company 
SUperior 9-3221 
Boomtown, U.S.A. 


BOOMTOWN LUMBER COMPANY hereinafter referred to as contractor and Mr. & Mrs. Donald Friar _ 
334 White St., Boomtown hereinafter referred to as purchaser, hereby agree as follows: 
Street address Town 
Contractor agrees to furnish labor and material for the improvement of property located at (street address) 
_ (Town) -(State) and purchaser agrees to buy and pay for labor and material so 
furnished, as set forth hereinafter: 

Construct approx. 12x22 addition, block type construct. on east side of house to conform with present 
structure. To consist of kitchen, bath, utility room; 3 pcs. bathroom unit & med. chest; one elect. hot water 
heater; one elec. pump; septic tank & finger system; all interior walls & finish flooring to be furnished by 
owner. Bring in electricity to pump & heater & furnace. One Peerless furnace correct B.T.U. This contract 
contingent on obtaining mortgage. 

Purchaser agrees to pay for the above mentioned work and materials the following cash price: $4,850 on 
completion or as follows: A down payment of $—————(receipt hereby acknowledged by 
The balance of $————————— payable at the rate of $————————-per month for 
cludes all charges. Balance due $4,800. 

Purchaser agrees that the equity in this property is security for this agreement. The agreement constitutes the 
entire understanding of the parties. 

Contractor shall not be liable for any work stoppage or damage to the property herein described occasioned 
by violence, acts of God or labor disputes or for any insured loss. 

This agreement cannot be cancelled except by the express written agreement of both of the parties hereto 
and the purchaser expressly undertakes that his liability under the terms hereto shall commence with the 
execution of this agreement and shall not be extinguished or terminated unless and until contractor consents 
thereto in wrting. 

In witness whereof, the undersigned have hereunto subscribed their name: (month) (day) 195—. 


BOOMTOWN LUMBER COMPANY 








—months, which in- 





Donald Friar 
Purchaser 








Witnessed by Authorized Agent 
Mary Friar 
Joint Purchaser 








Approv ed by 


RIT 


COPY OF CONTRACT written by Boomtown Lumber Co. discloses many legal loopholes and opportunities for 


customer misunderstanding. Note specifications, quality and brand names of materials to be used are omitted, 
except for furnace. Court action by homeowner against Boomtown Lumber because of alleged improper work- 


manship is now pending in this case. 


for several years,” dealer Jones recalled. “We had al- 
ways turned over our remodeling leads to our contrac- 
tor customers. They either didn’t do the jobs right 
or they didn’t do them at all.” 

That was before Jack White came along. White rep- 
resented a specialty building product in the area. He 
talked a good line and—most important—Jones felt, 
he could sell! Looking over the remodeling opportun- 
ity in Boomtown, White told dealer Jones in essence: 

“Boomtown is ripe for picking and Boomtown Lum- 
ber can do the job. Why not let me handle it?” 

Fast action. Jones agreed and White took over. He 
had had experience as a suede-shoe salesman in other 
parts of the country. His policy: get in, make a killing 
and get out—fast! 

White began hiring a sales staff of suede-shoe op- 
erators—‘“high binders” lumber dealer Jones calls them. 
At the peak, 10 salesmen were running down leads 
and selling jobs so fast that their weekly pay checks 
sometimes ran $300-$500. 

Master-minding the whole operation was White, who 
took 6% off the top. Salesmen got 10%-15%. 

“We had meant to start slow and build up gradual- 
ly,” recalls Jones sadly, “but we never had a chance.” 
The combination of a long-established lumber compa- 
ny selling much-wanted home improvements and en- 
dorsed by the citys best-known radio newscaster, 
started a flood of leads which dribbled in months after 
the campaign ended. Regular newspaper advertising 
helped and bird-dog salesmen were used briefly. 

The newscaster, the most respected in the city, had 
never before permitted a commercial on his program, 


but he consented to plug remodeling as a public serv- 
ice. Results were fabulous—-and frightening. It was nec- 
essary to shut off the announcements for days at a 
time to allow salesmen to catch up. More salesmen 
were added. 

Trouble begins. Jones added sub-contractors and 
more subs to handle the jobs. Subs started to hire 
other subs to handle all the available work. Dealer 
Jones checked early jobs for workmanship, but volume 
soon made this impractical. It became a race between 
subs: start a job, then move to the next one and the 
next one to get that first draw. 

Dozens of jobs were started, but few were finished 
promptly. Customer complaints began building up. 
Jones himself went out nights and week ends, firing the 
worst of the wood butchers and trying to pacify cus- 
tomers as best he could. 

Some subs, he discovered, had collected their first 
draw on jobs they had never started! Customers 
had various ways of interpreting their loosely-written 
contracts, none to the advantage of the company. Most 
disagreements arose over salesmen’s promises that 
never got into print. Salesmen were fired, but new ones 
of the same caliber hired. 

Part-time job for John Appleton was to screen subs, 
who replied to a special newspaper ad run by Boom- 
town Lumber. But since Appleton didn’t know very 
much about construction, this move was worthless. Fol- 
lowing complaints, some jobs were done over and the 
paper profit declined even further. 

Unhappy customers. The actual number of dissatis- 

(continued on page 54) 


52 February 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








“Advertising under seven Yellow Pages 
headings really brings us business!” 





says J. E. Sims, owner, Sims Lumber Co., Decatur, Ill. 











Display ad (shown reduced) runs under LUM- 
BER—RETAIL. Call the Yellow Pages man at 
your Bell Telephone Business Office to plan 
your business-building program. Call him now! 


“Many people say the Yellow Pages sent them 


“3 of the 7 headings that promote all phases of our 
to us — so we knou: this advertising works!” 


business are Lumber — Retail, Doors and Roofers.” 


“We've been Yellow Pages advertisers “We spend over 15% of our ad money on Yellow 
since we’ve been in business — 10 years.” Pages advertising — because it’s worth it!” 
Display this emblem. It builds your business! 
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HOME IMPROVEMENT FAILURE 
(begins on page 50) 





fied customers will never be known since Better Busi- 
ness Bureau records show that only one person in ten 
will bother to register a complaint and the same per- 
centage will be riled enough to put their complaint in 
writing. But the Better Business Bureau file on Boom- 
town Lumber is the most substantial ever recorded 
against a retail building materials firm in that city. 
First telephone inquiries to the BBB were deceptive. 

“Do you know anything about Boomtown Lumber?” 
the homeowner would ask. 

Based on its good record extending over 50 years, the 
firm was given a favorable report from the BBB until 
later callers went into details that were put into writ- 
ing. 

Chief causes of complaints were “contract not ful- 
filled” and “unsatisfactory installation.” Next in line 
came “oral misrepresentation” by salesmen and “prom- 


ised adjustment not fulfilled.” Other complaints were 
defective merchandise and advertising misrepresenta- 
tion. Some complaints were adjusted, others not. 

“Some people take advantage of you when they find 
you're in trouble,” said dealer Jones, a viewpoint. cor- 
roborated by the BBB. 

The BBB file on Boomtown disclosed that two let- 
ters of complaint in the case of a $1,100 job done for 
a blind woman failed to elicit any response whatever 
from the firm. This complaint listed the following de- 
fects: new roof leaks badly; kitchen floor sags; faulty 
shoring in cellar; floor in enclosed porch unfinished; in- 
adequate steps off back porch; roof drain never con- 
nected to sewer as per contract agreement; casing 
around back door never sealed against weather; screen 
door needs fixing. 

Another job involved a customer who had paid $4,- 
800 for home remodeling and installation of a sewer 
system that had proven defective. The homeowner 
placed this case in the hands of a lawyer and the suit 
is now pending along with several others. 

Slippery salesmen. “Salesmen would promise any- 

(continued on page 58) 


“Hot” Radio Spot Drew Many Leads Until It Back-fired 


Newscaster Smith's plug for Boomtown Lumber's new 
remodeling service pulled an average of 26 leads daily, 
but complaints almost outnumbered the leads at the end 
of the high-powered campaign. 


sociate veteran newcaster Smith’s ad- 
vertising barrage with Boomtown’s re- 
modeling push until his own records 
refreshed his memory. 

McPherson, also a member of the 
board of dit:ctors of the Boomtown 
Better Business Bureau, said he knew 
of no complaints received at his radio 
station or at the BBB, although a sub- 


Frank Smith, the most authoritative 
and respected radio voice in the 
Boomtown area, was the No. 1 lead- 
puller in the Boomtown Lumber’s 
fast-moving, high-pressure home re- 
modeling program. 

“It was like getting Eisenhower to 
do a commercial,” chuckled Peter 
Foss, the advertising account man, re- 
calling his luck in signing up the vet- 
eran newscaster. 

“If Smith says it’s true—it’s true. 
That’s how listeners feel about him,” 
explained Foss. Smith had never done 
a commercial before in his 23 years 
of newscasting over WXTA—and he 
vows he will never do one again! 

His personal endorsement of Boom- 
town’s remodeling program, aired 400 
times in five months, coupled with the 
52-year-old reputation of “A Firm 
You Can Trust,” triggered an ava- 
lanche of leads. 

“Where did you hear about us?” 
asked the girl at Boomtown Lumber’s 
busy switchboard when remodeling 
prospects called up. Almost invaria- 
bly,’ it was radio, with newscaster 
Smith outpulling his competitors 4-1. 

Sex, too. Two radio stations were 
used regularly for a three-month peri- 
od and other stations were spot-tested 
for results. A feminine voice added 
sex to one of the spots. 

The radio campaign started with a 
bang. Sixty one-minute spots were 
used in the first four days. The theory 
was to saturate the area and discour- 


age competition before it got started 
with a similar program. The tech- 
nique worked, but it was expensive. 

Radio time cost $500—$600 a 
week, plus two-column 80-line ads 
which ran in Boomtown’s daily news- 
papers for weeks at a time. Shocked 
by the sky-rocketing expenditure for 
radio time, Boomtown Lumber’s man- 
ager tried to cut back, but his com- 
mission-conscious sales manager 
wouldn’t listen. 

“If you won't spend the money, 
I'll find someone who will!” he 
threatened. 

Business boomed. Leads came so 
fast that salesmen wrote almost 
$20,000 in remodeling contracts the 
first week and $37,000 at the peak. 
As the pile of leads grew higher, so 
did the growing wave of customer 
dissatisfaction. Poor workmanship, 
slow completion and salesmen’s ver- 
bal promises that weren't kept head- 
ed the list. 

“I began to get complaints on the 
phone and it scared me,” confessed 
veteran newscaster Smith in an inter- 
view with BMM. 

“What did you do with the com- 
plaints?” Smith was asked. 

“I passed them along ‘upstairs.’ I 
was on the spot. My reputation 
was at stake. I asked them how much 
longer the program had to run— and 
they said, ‘not much longer.’ ” 

“Upstairs” general manager Tom 
McPherson of WXTA failed to as- 


stantial dossier of complaints had been 
filed against Boomtown Lumber. 

“I know they received complaints 
upstairs,” insisted newscaster Smith. 

Station manager McPherson called 
in his sales manager, Paul Black. 

“Paul, did you ever hear any com- 
plaints about Boomtown Lumber’s re- 
modeling program?” McPherson 
asked. 

Paul shook his head. 

“Nobody could hold a candle to 
newscaster Frank Smith when it came 
to pulling leads,” concluded adver- 
tising man Foss. “People believed 
what he said was true.” 

Text of “hot” spot. Here is the 
“hot” spot, which was tape-recorded 
and broadcast over 400 times by 
newscaster Smith: 


This is Frank Smith with the best home 
remodeling news ever to break in Boom- 
town! At last, there is one reliable place 
to turn for any home _ remodeling project 
. . . it’s Boomtown Lumber Co., doing 
business in Boomtown for 52 years. 

Boomtown Lumber guarantees every job, 
whether it’s a small porch enclosure or a 
complete family room. Complete reliable 
services are available for concrete, brick and 
carpentry work, plastering, roofing—every- 
thing done by skilled, courteous, bonded 
workmen. 

A FREE COST ESTIMATE is yours without 
obligation and long-term financing with NO 
MONEY DOWN is arranged for you through 
a bank. If you are planning a remodeling 
project, inside or outside—c rt, patio, 
attic conversion, sun porch, family room or 
interior remodeling—call SUPERIOR 9-3221 
for a FREE ESTIMATE of cost. Get the job 
done right at a PRICE that’s right by a 52- 
year-old firm you can_ trust—Boomtown 
Lumber Co. SUPERIOR 9-3221. 
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Contractor and son— 
The ‘‘Junior Partner” watches 
his firm build a good reputation 


and profit... with 


; HASTINGS 


ALUMINUM SIDING 


Sold to builders only through building supply firms 


... And when the lad actually becomes a member sales, Hastings makes available a full range of sales 
of the firm, that house just may be needing its aids — and ships to dealers from distribution centers 


first coat of paint! 


More and more builders are using more and more 
HASTINGS 
Hastings Aluminum Siding for the reasons above — > 


and more. It costs no more to build better — and 


conveniently located in all parts of the country. 


more permanently. In many parts of the country, ALuMnet eubaunTe, ime. 
Hastings Aluminum Siding can be installed for less eet Seana 

cost than good quality wood with three coats of paint. 
There is much less waste of material. There is no 
painting time — no weather delay — and the Hast- 
ings pure Vinyl finish has a ten-year-warranty against 
chipping, cracking, blistering or peeling. 

Hastings Aluminum Siding is nationally advertised 
in leading building trades and consumer magazines. 
And, to help building supply dealers make even faster 


Tccadiinnaliieanaltiaanatiamaliaeieanaaee ed 
rF — ProvucTs — ae ee ee ee ee ee oy 


Hastings Aluminum Products, Inc. | 
Dept. 5B, Hastings, Michigan | 
Please rush me additional information on Hastings Aluminum | 
Siding. 
| 
| 
! 
l 
| 


1 ie cite pte aeons te ayer 
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Here’s siding 
with built-in 
sales appeal! 


Weyerhaeuser 
pemy 
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Weyerhaeuser 


DRI-SHIELD 


Just like holding an umbrella over your customers: 

It’s especially treated to protect against rain and moisture pick-up 
during and after construction . .. INSURING stability needed 
for snug joints and tight laps that prevent capillary action, 
“wicking” ... PERMITTING builders to paint when they want 
to paint—faster—and with less paint ... ADDING new 

protection against paint failures. . . 

Plus this further protection . . . genuine wood siding from 
Weyerhaeuser—the most dependable name in wood! 





Available in These Species and Sizes: 


Western Red Cedar and Western Hemlock, 14” x 6”, 8” and 34,” x 8”, 10” 
Nu-Loc, the made to measure lumber, in both species. 
For more information, write us, Box B, Tacoma, Washington 


Circle No. 28 on Handy Cover Card 


BIG PROFITS 


The 
aaleliMeee lab 


NATIONALLY KNOWN! 
NATIONALLY ADVERTISED! 
This famous material is now 

packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching colors for perfect 
matching of all popular wood 


FAMOWOOD is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nalls 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies like 
putty, sticks like glue; dries 
quickly; won't shrink; takes 
spirit stains, anc will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


finishes 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you're not handling Famo- 
wood now, get the facts today. 
Literature, prices, etc., sent im- 
mediately. 

(Distributor inquiries invited.) 





No. 4-L 


SINGLE SURFACER 


WHE 
a 
a@ money saver for 


lumberyards and growing shops 


A medium size, wedge bed adjusted planer with built-in 
accuracy. Instantaneous micrometer control of lower 
rolls and back pressure bar saves time. Sectional feed 
rolls, chip breakers and four driven rolls contribute to 
safe, kick-back free operation. These and other features 
make this moderately priced planer your best buy. Sizes 
24”, 26”, 30” x 8”. Write for Bulletin No. 61. 


PLANER SPECIALISTS SINCE 1862 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co. 
238 EIGHTH STREET EX 2-234 HOLLAND, MICHIGAN 
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HOME IMPROVEMENT FAILURE 


(begins on page 50) 





thing verbally,” declared dealer Jones, “They were the 
lyingest, thievingest bunch of on earth. They 
had no scruples, no ethics, no nothing. When they 
were caught in one lie, they would cover up with a 
bigger lie.” 

The average weekly salesman’s check was under 
$500, according to Jones, but $300-$400 was quite 
common. He said contracts reached a high of $37,000 
one week. 

Jones denied reports that the remodeling department 
sold over $1 million in remodeling business in less than 
a year. 

“We were really active only five or six months,” he 
said. “I’ve spent the rest of the time trying to clear up 
the mess.” 

Expenditures for labor, sales commissions and job 
materials rapidly outran collections until the firm’s 
credit rating declined at such an alarming rate that 
the firm was completely cut off from lumber at one 
time. 

A bank finally took over financial direction of the 
company and ordered Jones to stay out of the remodel- 
ing business. Several unsuccessful attempts have been 
made to sell the company. 

How could a businessman get into such a mess? 

Poor management and lack of adequate controls 
throughout the operation is perhaps the best brief 
answer. Jones is a relative of the principal stockhold- 
ers, who were active in the business until a few years 
ago. 
“I was just a babe in the woods,” confessed dealer 
Jones, president of the company, where he started 
working 14 years ago. 

“Do you think you will ever get into the remodeling 
business again?” he was asked. 

“T doubt it,” he replied. 


Lessons From a Home 


Improvement Failure 


Sometimes it’s possible to learn more from a story of 
failure than success—how not to do it. That is the only 
reason BMM is publishing this article about dealer Joe 
Jones and the disastrous experience suffered hy Boomtown 
Lumber Co. 

Out of this catastrophe come the following guideposts 
and suggestions for starting and operating a home improve- 
ment department. 

1. Find a capable, responsible man to head the depart- 
ment. The department should be separate in book- 
keeping and operation from your regular retail build- 
ing materials business. 

. Start slowly. Set a ceiling on remodeling contracts or 
types of remodeling you will handle at first. 

. Screen salesmen carefully. Establish a written code of 
operation for salesmen and see they abide by it. 

. Salesmen’s commissions should be related percentage- 
wise to the receipt of monies from the job—after all 
costs are in. 

. Work out an accurate, profitable estimating system 
that can be adapted to all types of jobs. 

. Make sure your remodeling contract specifies what 
is to be done and not done. Write any job changes 
into the original contract as they occur. 

. Set performance standards for your subs and check 
regularly to see they are met. 
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With Pratt & Lambert Calibrated Colors‘ 
it's always dealer’s choice 





What’s yours? Machine System for high-volume 
sales? Ready Mixed for quick selling right off 
the shelf? Color Gun System for profitable brand 
name business with minimum investment? 
You’re the best judge, of course. In any case, 
you'll have repeat customers for beautiful Cali- 
brated Colors®. They can’t go wrong in selection 


a 


pAINT ano VARNIsp 


NEW YORK ¢ BUFFALO 
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either, because the complete range is scientific- 
ally pre-calibrated for decorative correctness. 

Ask your P&L man about the Machine Sys- 
tem, Ready Mixed or Color Gun System of Cali- 
brated Colors®. Or write us at 75 Tonawanda 
Street, Buffalo 7, N.Y. In Canada: 254 Court- 
wright Street, Fort Erie, Ontario. 


Sell Pratt & Lambert...the brand most frequently specified 
by architects, acknowledged by painters to be definitely superior. 


PRATT & LAMBERT-INC. 


CHICAGO « FORT ERIE, ONTARIO 
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FILUMA 


Fiberglass-Aluminum 
Extension Spring Doors 


Performance-proved translucent overhead type door 
for commercial and industrial use 


©® Clean lines for modern building design 


® Lets light in like a skylight 


© Saves window installations 


Filuma is winning increased preference by operators and builders of many 
kinds of business and types of construction for these reasons: Translucence— 
light floods in to vastly improve working conditions. Light weight—only one- 


third that of wood doors... 


a much smaller power unit can operate the 


largest sizes. Modern materials—reinforced fiberglass panels, in a sculptured 
design, are encased in tempered extruded aluminum with reinforcing rails for 
all sizes. Durable and maintenance free—will not split, impervious to corrosion. 
Shatterproof, shrinkproof, weatherproof. Never needs painting. Hoses clean. 
Custom made to fit door openings up to 14’ high or 16’ wide. Five colors— 
white, yellow, green, tan, coral. Trained installation not required. Filuma is 
nationally distributed through lumber yards and building supply dealers. 


SWEETS 16//FRA 


FRANTZ 
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FILUMA IS A PRODUCT OF 


FRANTZ 


MANUFACTURING COMPANY 
STERLING, ILLINOIS 
Manufacturers of Over 100 Sizes and Styles of Sectional ard 


One-Piece Overhead Type Doors for Residential, Commercial, 
and industrial Application. Extension and Torsion Spring. 





ae 


PERMANENT HALLMARK FOR ANDER- 
SEN—A new hallmark, pictured, will 
appear on all Andersen window units 
to aid in consumer identification. It will 
be applied to the lower left corner of 
the window by a sandblasting technique. 


Expand Flakeboard Production 


CINCINNATI—To meet demand for 
3-layer Formica Flakeboard, Formica 
Corporation has doubled its board out- 
put at Farmville, N. C. 

“Two production lines, with an out- 
put capacity of 40 million sq. ft. of 
board per year, are now in full opera- 
tion at the Farmville plant,” said C. G. 
Reiter, Flakeboard product manager 
at Formica. “This enables us to assure 
fast delivery of all board sizes and 
thicknesses.” 

Reiter said 28 Flakeboard sizes 
now on inventory at Farmville are 
available for immediate delivery. A 
maximum 3-week delivery time is as- 
sured for 17 additional sizes now be- 
ing produced for inventory build-up. 
Included are 4 x 8’ panels in 2” 
and %” thicknesses. 


Predicts Aluminum Growth 

CHicaGo—A 20% increase over 
1960 sales for aluminum _ siding 
has been predicted by Gordon C. Es- 
tes, retiring president of Aluminum 
Siding Assn. 


Hardwood Conference 


BERKELEY, CALiF.—The latest in- 
formation on the management, utili- 
zation and marketing of California’s 6 
billion bd. ft. of hardwood timber will 
be presented at an Extension Forestry 
Conference on the Berkeley campus of 
the University of California March 23 
and 24. 

Leading hardwood experts of the 
U. S. Forest Service, California State 
Div. of Forestry, University of Calli- 
fornia and California wood industry 
will address the meeting, according to 
Dr. Fred E. Dickinson, director of the 
U. C. Forest Products Laboratory. 

The conference is being sponsored 
by the University’s School of Forestry, 
Forest Products Laboratory and Agri- 
cultural Extension Service. 


Fireplace Sales Up 30% 

Norwicu, N. Y.—William N. Rice, 
vice president and director of sales for 
Bennett-Ireland, Inc., reports that 1960 
sales of the firm’s Flex-screen and 
other fireplace equipment were 30% 
over 1959 sales. 
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priced to build your sales 


VARIETY —YOUR PROFITABLE PLUS IN WELDWOOD SIDINGS 


TEXTURED sidings include new Lauan 1-11 with paint grade faces 
of genuine Philippine Mahogany —a wood proved in marine con- 
struction, now available in siding form. Comes with deep ( i” 








grooves spaced 4”, 8”, and 16” o.c. in 8’, 9’,and 10’ lengths. Other 


Textured Weldwood® Sidings for variety and quality at low cost: 
Weldtex®, Formtex®, PlySawn®, and Cedar Texture 1-11. 





o, 


exere, 














HORIZONTAL, deep shadow lines are formed by Duraply® Lap 
Siding. Duraply’s smooth plastic and fiber surface results in beau- 
tiful paint jobs without danger of peeling, checking, or blistering. 





Be 8 PM: Z ie 
VERTICAL effects are accomplished with big 4’ wide sheets that go 
up quickly, easily, and economically. This is Duratex®—a Duraply 
siding with vertical bands of striations which create pronounced 


With Weldwood’s variety of sidings, you help your builder customers — 
e avoid “look alike” houses 
e reduce labor, material, and painting costs 
e build stronger, lower maintenance quality houses 


WELDWOOD SIDINGS 
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light and shadow patterns. Oth 


Like all Weldwood Sidings, it gives huge material and labor 
savings because it can be applied directly to studs. All Duraply 
sidings are available factory-primed for cne-coat on-site painting. 

















Lege 


er Duraply sidings: a Ivy 
League, V-6 and V-8, and Duraply Flat Panels which can be used 
as is, or with vertical battens for traditional effects. 


jy —————— MAIL COUPON FOR FREE WELDWOOD SIDINGS BOOKLETS ====—=== 
i 


United States Plywood BM&M 2-13-61 
55 West 44th Street, New York 36, N. Y. 


Please send me free copy of new booklet, ““Weldwood Sidings 
For Traditional And Contemporary Design.” 


ZONE. ....STATE 


! 
! 
i 
1 
1 
1 
1 
1 
1 
i 
1 
i 
I 
I 
1 
I 
i 
J 





Circle No. 32 on Handy Cover Card 6l 





What You Should Know About 


SHELL HOUSING 


® Shell housing is really not new. Many lumber dealers have sold packages of 
building materials to “sweat equity” buyers for many years. 


© But new financing ideas have brought forth a host of builders specializing in 
this low-price home market. Examples: Jim Walter Corp. sold 14,000 houses 
last year; Wise Homes sold 3,204 packages and Swift Homes reports over 5,000 


unit sales. 


Retail dealers can tap the shell trend in two ways—sales of materials to shell 
builders, or selling shell packages to consumers under special financing plans 


now available. 


HILE MOST _ BUILDERS 
were singing the blues in 1960, 
one segment of the industry has been 
growing at a phenomenal rate. An es- 
timated 100,000 shell homes now 
stand across the United States— 
25.000 of these built in 1960. This is a 
50% increase over the number of 
shells sold in 1959. 
These homes usually do not qualify 
for FHA-insured mortgages. In fact, 
they are sold with consumer install- 


ment loans and may not ever need a 
mortgage. Most are located in areas 
which do not have building codes. 

In the southeast, building materials 
dealer George Nichols of Valdosta, 
Ga., says that shell house sales in the 
region jumped 300% in 1960, com- 
pared to 1959, while conventional 
house construction was cut in half. 
Nichols Builders Supply has steadily 
increased sales to shell builder cus- 
tomers. 


“This market now accounts for 
about 90% of our gross,” Nichols 
said. 

For many years, certain retail lum- 
ber and building materials dealers 
(such as Grossman’s in New England 
and Forest City Material in Cleveland, 
Ohio) have marketed shell packages 
for the so-called “sweat-equity” buyer. 
Many dealers still are active in this 
field. Most of these dealers simply 

(continued on page 64) 


TRUCKLOAD OF LUMBER AND MILLWORK is loaded at the Tampa plant of Bevis Homes, one 
of the leading shell builders. At right, above, is a completed Bevis house. This company 


uses aluminum windows in its packages. 
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PRECUT LUMBER (above) is stamped with key 
numbers and length and checked against the 
loading list, before a Swift home package is 
banded. Multiple cut saw (right) has a single 
control for maximum efficiency in Swift's plant. 
Conveyors speed lumber to and from cutting 
table. Model homes (below) at a typical Swift 
highway !ocation prove their ability to gener- 
ate interest. 





TILT-UP WALL SECTIONS, 
fabricated from compo- 
nent panels at the job 
site, speed erection time 
for Kahler-Craft homes. 
The prebuilt roof panel, 
foreground, fastens to 
truss roof about two 
hours after the construc- 
tion stage shown. 





re Bes RE: 


PRECUT SHELL PACKAGE for this house was sold to Massachu- 
setts builder by O'Connor Lumber Co., Westfield. Builder 
erected shell in one week and it was finished by owner. 
Changes in stock plans were made easily by altering panels. 
O'Connor Lumber works closely with builders in developing 
new markets; helps to merchandise homes of their builder cus- 


tomers. 


ae woe 


FINISH-IT-YOURSELF HOUSES sold by Wright Bachman Lumber 
Co., Indianapolis, include aluminum siding. These packages, 
built on owner's lot, start at $6,490. Customers cut their costs 
by amount of labor they do. Insurance companies and savings 
and loan associations provide conventional mortgage financ- 


ing. 


HIGHWAY DISPLAY CENTER of the Institute for Essential 
Housing, launched late in 1960 as a separate enterprise of 
the Certain-teed Products Corp., major building materials 
manufacturer. Any one of IEH's 15 models can be sold as a 
shell package or as a turn-key job. Consumer-type loans are 
made on IEH homes by Universal C.1.T. Corp. The Institute is 
now signing up building materials retailers as franchised deal- 
er-builders. See Jan. 30th issue of this magazine for complete 
IEH details. 





SHELL HOUSING 
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carry the build-it-yourself customer 
until his house is under cover and 
ready for a conventional mortgage. 

But the upsurge in shell housing 
during the past two years has come 
from newcomers. In many cases they 
are built ready to live in, except per- 
haps for interior finishing. Some sup- 
ply the materials package, such as 
Swift Homes of Elizabeth, Pa. Most 
of the new shell builders, however, 
buy their materials from lumber deal- 
ers on a local level. 

Since the materials are purchased 
from suppliers and the erection is 
often done by the -buyer, many shell 
house firms are really just sales or- 
ganizations—and_ finance experts. 
However, most call themselves build- 
ers. 

There seems to be general agree- 
ment among shell builders that con- 
sumer financing is the dominating rea- 
son behind their enviable sales record. 
First, the shell packages are low- 
priced. They range from about $1,500 
to over $8,000. Secondly, there is 
100% financing for the shell, finish 
materials and closing costs. If the buy- 
er owns his lot free and clear, he 
needs no cash to purchase a home. 

In most cases, the big shell builders 
require only that the buyer own his 
lot (or pay 10% down), and have a 
steady source of income to cover the 
low monthly payments. 

Shell home builders aim at the low- 
income market—people who might 
never own homes if it weren’t for 
the shells and their attractive finance 
plans. 

Reaction by conventional building 
materials dealers, when outside shell 
operators invade their markets, is 
mixed, but far from favorable. 

In a survey, Building Materials Mer- 
chandiser questioned conventional 
dealers about the influence of outside 
shell builders on their markets. Deal- 
ers were chosen from cities known to 
have branches of one or more outside 
shell operators. 

The dealers who responded to the 
survey each had an average of over 
four outside shell builders working in 
their trade areas. 

About half of these dealers had 
made sales to the outside shell build- 
ers. Only one of the merchants ever 
sold a shell package of his own. This 
was Nichols Builders Supply, the only 
company reporting a large volume of 
materials sales to the outside shells. 
(See separate article in this issue.) 

Three out of four responding deal- 
ers thought that the shells sold in their 
markets didn’t give the buyer his 
money’s worth. Between the “yes” and 
“no” answers to the value question, 
some dealers had doubts or reserva- 
tions. One said “no” to this question 
because interest rates are too high on 
the shells. Another dealer commented 
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that financing terms and labor were 
acceptable, but the materials used 
were not good quality. 

One dealer was aware of a new 
Shell builder in his market, but ex- 
pressed a lack of interest. 

Money plans. Shell home financing 
differs a good deal from normal long- 
term loans for conventional new home 
construction. While the standard home 
requires interim construction money, 
plus mortgages commited at the time 
of erection, shell packages often are 
financed with consumer-type loans. 

There are differences between shell 
home financing in the northern states 
and the southern states. 

Loans for these houses are shorter 
in term than conventional mortgages. 
The largest of the shell builders, Jim 
Walter Corp. of Tampa, offers his 
houses with 4-6-year financing. Swift 
Homes, Elizabeth, Pa. sells shells or 
complete precut houses, with 5-10- 
year finance plans. 

The new Institute for Essential 
Housing, backed by Certain-teed and 
other materials manufacturers, co- 
sponsors the paper for its shells with 
Universal C.I.T. Credit Corp. Financ- 
ing for the Institute’s shells (or their 
completely finished houses) runs as 
long as 15 years. (See Jan. 30, 1961 
issue of Building Materials Merchan- 
diser for complete information about 
the Institute for Essential Housing's 
low-cost homes). 

Time charges for the shells are usu- 
ally set at a straight 6% per year. 
with no diminishing interest as the 
loan is repaid. The Institute for Es- 
sential Housing is an exception. In- 
terest on their consumer loans is on 
the unpaid balance of the note. 

Where there is no diminishing in- 
terest, the buyer is paying a true in- 
terest rate of 12% per year. Since he 
makes monthly payments during the 
loan period, he doesn’t have the full 
use of the loan over its entire term. 
During the six years that such a loan 
would run, cumulative time charges 
would be 72% of the cash selling 
price. 

The Jim Walter Corp. handles its 
own consumer financing on this basis. 
Bevis Shell Homes, Tampa; Wise 
Homes, Greensboro, N.C. and Swift 
Homes all offer similar terms. 

National Homes’ Kahler Craft di- 
vision stays out of shell financing en- 
tirely. All their profits are staked on 
volume selling. Outside credit agencies 
handle their paper. 

Institute for Essential Housing, Kah- 
ler Craft and Swift shells are sold 
through franchised dealers with ex- 
clusive territories. Wise, Bevis, and 
Walter shells are sold through local 
branches of the parent company. Fran- 
chises are not available. 

Cost of a Swift Homes franchise is 
$25,000, though most of this amount 
goes into erecting model homes on 
the branch site. Swift advertises na- 
tionally and offers local co-operative 
advertising. 

Swift Homes range in price from 
a one-bedroom, $1,800 vacation home 


to five bedrooms and approximately 
$8,000. Swift handles its financing 
through an affiliate, United Dealers 
Corp. They offer a straight 5, 7 or 
10-year program, or a 5-year “bal- 
loon” noie. The firm offers 80 differ- 
ent models. 

The Swift packaged home is es- 
sentially a precut house, whose sales 
price wouldn’t normally include erec- 
tion of the shell. However, Swift 
branches will arrange with local con- 
tractors for this work and add it to 
the loan. 

Long-range plans for Swift include 
precutting lumber in the northwest 
mill country. The precut, unitized 
parts would be shipped to warehouses 
in the east and south, said Ira Gordon, 
president of Swift. 

The Institute for Essential Hous- 
ing’s shell system, just getting under- 
way, sticks closest to traditional dis- 
tribution channels. Authorized retail 
dealers sell these homes and furnish 
materials for them out of inventory. 
Whether or not the IEH dealer has 
his own building crew, he retains ef- 
fective control of the materials pack- 
age. 

Shell builders admit that financing 
charges are higher than for conven- 
tional home loans. Investors and com- 
mercial banks have been hesitant about 
taking over shell paper. Consequently, 
the buyer has been paying a premium 
for his shell loan. 

Since home loans of any kind were 
often not available to this low-income 
buyer with his rural property, shell 


sales have not been hurt. On the con- 
trary, they’ve been booming. While 
stocks as a whole gained only 1%-2% 
in November, the shell stocks jumped 
almost 20% in the same month. 

Neither FHA nor VA-backed loans 
are available for the shell homes of- 
fered by most builders. Congress is 
considering legislation to include them. 

Buyer defaults for the shells are 
lower than for any other segment of 
the new home market, according to 
leading builders. Repossessions by the 
Jim Walter Corp. run less than 3%. 
Walter claims never to have lost 
money on a repossessed shell home. 
Bevis and U-Finish Homes, Memphis, 
report similar experience with repos- 
sessions. 

Heaviest concentration of shell 
home sales, and builders, is in the 
southeast. An average sale in these 
states is about $3,000. Few of the 
homes sold today in the south include 
finishing materials. The additional ex- 
pense would make payments too high 
for the buyer. The trend, however, is 
to a more complete house. (See dealer 
comments). 

In the northern states, shell pack- 
ages are more complete. An average 
sale might run from $5,000 to $8,000, 
and would usually include finishing 
materials. 

“Balloon” financing. A 5-year “bal- 
loon” note is the standard form of 
financing for shell homes in the north. 
The buyer makes his loan through the 
installment loan department of a com- 

(continued on page 68) 


There's a Limit to Shell Market, Says 
Dealer Who Has Sold Shells Since '49 


The Johnson-Campbell Lumber Co., 
Ft. Worth, has successfully financed its 
own shells since 1949. Since that time, 
the firm built over 1,200 shells, said 
Ralph G. Campbell, president. 

“Demand for the shells has dropped 
off in recent years,” he said. “In the be- 
ginning, we sold as many as 175 of them 
a year.” Johnson-Campbell sold about 15 
of the homes last year and the firm is 
working to increase the volume. 

In the early 1950's, the company sold 
most of their shells in Ft. Worth. “The 
edge was taken off the market then, so 
that most sales today are in outlying 
areas,” said Campbell. 

Conventional mortgage sources supply 
the money for Johnson-Campbell’s shells 
in the immediate Ft. Worth area. Banks 
and loan firms have been reluctant to 
furnish money for building shells in 
rural areas, said Campbell. Sometimes, 
insurance companies supplied money for 
the Johnson-Campbell shells. 

To retain the lucrative rural market, 
the company offered its own financing. 
They borrowed money at 6%, and mad:2 
loans available to buyers at 8% on the 
unpaid balance. Their loans run up to 15 
years. 

“Building your own shells and financ- 
ing them can be profitable, but it’s easy 
to get into hot water,” added Campbell. 
“The first thing we do to make shell 
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sales stick is to see that the buyer in- 
creases his equity as soon as possible 
after the sale.” 

The firm handles the problem by add- 
ing to the sale price of the shell the cost 
for wiring, plumbing and other improve- 
ments. The sales contract specifies that 
if the buyer installs these materials within 
45 days the added cost of the improve- 
ments will be refunded, either as credit 
on the remaining mortgage or in an 
actual cash refund for the “sweat equity.” 

“Set a price on your shells that is high 
enough to make a long profit,” advises 
the Ft. Worth dealer. “We’ve usually 
made money when it was necessary to 
repossess. But if you're just starting out 
with a shell operation of your own, a few 
repossessions right at the beginning can 
be painful.” 

Campbell says you should sell only a 
minimum “package” as necessary. The 
profit is better and there is insurance 
that sweat equity will be built up quickly. 

Johnson-Campbell offered a two-bed- 
room shell for $2,800 in 1949, with no 
interior partitions or finishing. As the 
edge was taken off the market and com- 
petitors began to offer shells, the size of 
the package had to be increased. Today, 
Johnson-Campbell has about a dozen 
models and sales average in the $6,000- 


$7,000 range. 











“f GOLDEN 
--  SHOPSMITH | 
































your golden opportunity for sales 


It's easy to Sell “Off the Shelf” 


Average $135 Profit Per Unit in just 5-minute Talk with Customer 


little as a $300 investment ... and a strictly 


Hundreds of thousands of SHOPSMITHS have 
non-technical sales pitch! 


been sold by dealers who formerly said they 


had neither the space, nor the time, nor the 
technical knowledge to sell power tools. Here 
is a method to make “big ticket’ sales with 
little more effort than it takes to sell a small 


The world’s best known multi-purpose tool, 
SHOPSMITH is a 9” saw, 12” sander, 34” lathe, 
16%” drill press and horizontal drill ... 
all-in-one! 


shelf appliance. SHOPSMITH requires minimum 
sales facilities. You can easily make substantial 
profits on SHOPSMITH and SHOPSMITH acces- 
sories with only a 2 x 6 foot sales space... as 


SHOPSMITH builds traffic, commands attention 
. . creates interest out of all proportion with 
the small space it occupies. 


HERE’S THE PROMOTION 


... @ powerful, comprehensive sales making 
program for you... 


3 BASIC WOODWORKING TOOLS IN ONE 
SPACE SAVING, MONEY SAVING UNIT! 


Each unit of this 2 x 6 foot complete workshop gives 


dealer a bigger tool, a truly better tool to sell. 0: Rénitinin aie Gealet dicta 


e “Scheduled Shipment” Plan means low inventory 


e 9” Table Saw . . . exceptional capacity, built-in 
... quick turnover! 


accuracy! 

@ 12” Disc Sander... big as most industrial sanders e Available only through selected, independent dealer 
for professional finishing. franchises for sure profits ! 

e 34” Lathe... big capacity 161” swing, plus ex- Powerful national advertising in Saturday Evening 
clusive Speed Dial! Post, True, Better Homes & Gardens, Popular 

e Horizontal Drill . . . unlimited capacity and per- Science, Popular Mechanics and Mechanix 
forms doweling operations without jigs. Illustrated. 

e Vertical! Drill . . . big capacity and ruggedness T.V., Radio and Newspaper advertising nationally... 
equalled only by heavy duty industrial drill presses. liberal co-op and factory paid plans. 

e Power Mount . . . allows attachment of jointer, Exciting consumer incentive programs featured in 
bandsaw, jig saw, belt sander, compressor-sprayer. national Yuba ads will increase traffic and stimulate 
Assures repeat sales for extra profit! sales in your store. 


Just scribble ‘‘sHOPSMITH”’ on your letterhead 
or postcard, air mail to us today . . . we'll send 
you information and a new air mail stamp im- 
mediately! Address Dept. SAL-261. 


IT COSTS NOTHING 
—NOT EVEN A STAMP 
TO GET THE DETAILS 








YUBA POWER PRODUCTS, INC. 


8oo EVANS oe, CUBRCIUNANA TS aS OoHn!1o 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


LIMITED NUMBER OF 
VALUABLE FRANCHISES 
AVAILABLE NOW 
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mercial bank or credit lending agency. 
The repayment period is usually five 
years. Interest rates and _ service 
charges are similar to those for FHA 
Title I construction loans or any 
other type of general installment fi- 
nancing. 

With a balloon note, the buyer 
makes monthly payments. But the 
payments are low, since they are not 
computed to include the full cash sales 
price plus interest, as would be the 
case for a normally amortized loan. 

The buyer can elect to defer pay- 
ment of 50% or more of the entire 
loan amount until the last (60th) in- 
stallment. 

During the 60-month payment 
period, the buyer has built up his 
property’s cash equity value through 
payments. He usually has done interior 
finish work—“sweat equity.” 

The increased property value, plus 
the partially repaid loan, gives the 
buyer enough equity to refinance the 
balance of the mortgage before the 
60th payment comes due. 

If the buyer doesn’t refinance be- 
fore the 60th payment, he must pay 
the full balance due on the loan in the 
last installment. If this is not done, the 
seller may take possession of the 


property. 

Swift Homes offers this financing 
plan. Until the buyer refinances his 
loan, the seller is subject to full re- 
course: that is, in case of the buyer's 
default, the seller must make good the 
unpaid balance of the mortgage to the 
lender. Ira Gordon, president of Swift, 
said the majority of buyers refinance 
through banks and loan associations 
within 30 months of the sale. 

Institute for Essential Housing deal- 
ers are not subject to recourse. After 
the houses are sold, their only responsi- 
bility is to satisfy complaints about 
materials or workmanship. 

Among sweat-equity buyers, though, 
repossessions are few. The buyer has 
too much equity to default. In most 
cases, a repossessed home will be 
worth $1,000 or more than the face 
value of the mortgage. 

In southern states, the usual money 
plan is a straight 5-10-year amortized 
mortgage, with no balloon provision 
for refinancing. Here too, the lending 
source is a bank or loan association 
(or the builder himself). Interest and 
time charges are about the same as in 
the north. 

Inability to refinance after the in- 
itial loan explains the smaller house 
package offered in the south, com- 
pared to that sold in northern states. 
Lower southern incomes and buyers 
who work seasonally are other fac- 
tors. 

The southern plan has been the 


most successful in selling shell homes. 
Often it’s the only financing obtainable 
for scattered lot building on low-priced 
lots. Few building codes or other re- 
strictions govern type of construction, 
quality of materials or location of the 
lot. 

In both southern and northern fi- 
nancing plans, 5% of the cash sales 
price of the shell is withheld by the 
lender and put into a reserve fund. 
The fund is retained at a certain 
level, varying with demands of the 
lending institution. 

Several leading finance agencies 
have geared plans to tap the lucrative 
shell home market. Universal C.LT. 
Credit Corp. is already working with 
the Institute for Essential Housing. 

C.1.T. services are available to in- 
dividual building materials dealers on 
a selected basis. The firm will handle 
all financial details of the dealer’s 
shell transaction. 

The dealer gets 90% of the unpaid 
cash balance for his shell home, upon 
certified delivery of the materials 
package. The remaining 10% is avail- 
able for later disbursements. Terms 
are for five to six years. 

C.I.T. also offers an alternate bal- 
loon plan, whose details closely fol- 
low those mentioned above. 

Allied Building Credits, Inc., offers 
shell home financing exclusively for 
lumber dealers. ABC will commit it- 
self to buy a dealer’s mortgage (up to 

(continued on page 70) 





ANNUAL PROFIT POTENTIAL: Sil 000 AND UP! 





You can make an extra $4,000 per 
year with a Clarke Floor Machine 
Rental Department—easily! This 
compact department, displaying the 
best known, most dependable floor 
care equipment made, establishes you 
as rental headquarters for do-it- 
yourselfers. You’ll see potential be- 
come reality as you promote your 
department with the merchandising 
aids Clarke gives you. And you'll 
watch rental fees, sales of rental 
items—sandpaper, wax, floor finishes, 
shampoo, etc., and impulse purchases 
quickly pay off your investment, 
build extra profits and add new 
customers. é 




















Interested in an extra $4,000 per 
year? Let us show you how this 
department can earn it for you. 
Write for details. 


Clarke 


FLOOR MACHINE COMPANY 


Complete Clarke Floor Care Rental saelmeor tk includes floor sander, edger, polisher, rug shampoo 
machine, wet-dry vacuum cleaner, upholst -vac, hand sanders, plus shampoo and floor 


P 


finishes — and it occupies only a few square ‘feet of floor space. 





THE BEST KNOWN NAME IN FLOOR CARE RENTAL EQUIPMENT 
462 E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Floor Machine Company (Canada), Lid., 21 Advance Rd., Toronto 18, Ontario 
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makes money for dealers 


pp | c ¢ a T i MILL-PRIMED REDWOOD 
A 4X4 4 AND FIR LUMBER 

This new PALCO Architectural Quality product adds extra profit for you...and 

saves the builder up to 40% in painting costs. Palcote Paint Primed lumber is 

machine-coated at the mill with a durable exterior paint, and back sealed with 

water repellent...also packaged in heavy plasticized paper for maximum pro- 

tection in shipment and storage. Available in redwood siding, pattern, finish, 


and Douglas fir lumber. Order the finest... PALCO—the standard of comparison 
since 1869. 
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am Dealer's Sales 
are Made to Shell Builders 


E XCEPT for the precut shell builders, most of the bigger shell op- 
erators buy lumber and other building materials locally. 

Nichols Builders Supply, Valdosta, Ga., makes a profitable business 
of it. They started selling to outside shell builders over five years ago. At 
that time the company had a shell program of its own. Today materials 
sales to shell builders account for “over 90% of our sales,” says president 
George Nichols. “We quit building our own shells and concentrated on 
selling to the outside builders.” 

The company handles over 600 thousand board feet of lumber 
each week, and delivers to shell branches in seven states. The firm has 
a fleet of 30 trucks, operating on a 24-hour-a-day schedule. Nichols 
said: 

“Service is a must, if you want to keep this business. If an order 
comes in at 5 p.m., we'll have the materials delivered to the job site 
by 8 a.m. the following day.” Deliveries range as far as St. Louis, Okla- 
homa City, Dallas and Miami. 

In selling shell materials, Nichols deals with top management only. 

“You can make arrangements for an entire year this way,” he said. 
“Working with local branch managers is time-consuming. They have 
to be resold oftener. With the method we use, there is little price bar- 
gaining, and we get our money right away.” 

Materials pricing isn’t too big a factor in selling to outside shell 
builders, according to Nichols. The main things are quality materials 
and complete, prompt service. 

The trend in the Nichols market is away from the basic shell to a 
semi-finished or complete house, the Georgia dealer reported. To work 
this new market, Nichols will offer finishing materials to the shell 
builders. 

The company is installing a kiln dryer near Valdosta, in cooperation 
with the Del-Cook Lumber Co. It will handle 300 thousand board 
feet of southern pine flooring a day when completed. 

Nichols noted that as individual shell operators get larger, they tend 
to buy less of the shell package locally. 

“IT don’t think that trend can go too far though. Distribution becomes 


NEW 


JG 
COPING 


SAW BLADE 
SALES BOOSTER 











LOW DEALER COST 
HIGH MARK-UP 


SELF-SERVICE 








A complete saw blade sales 
center...colorful...eye catch- 
ing...all you need to service 
the hobbyist, professional and 
do-it-yourselfer. 
Compact...only 1%” deep, 
15” wide and 8” high. Easel 
back for the counter, punched 
for wall or peg board display. 


Ask your wholesaler for the 
NEW #50 GRIFFIN Sales 
Booster. 


ld tmalli 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N.Y. 


Since 1880 Better Hand Hack Saw 
Blades, Power Hack Saw Blades, Band 
Saw Blades, Jig and Coping Saw Blades. 
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too much of a problem.” 


“Here in the south, shell sales are up 300% over the last year. Con- 
ventional construction is down 50%, according to all reports,” says 
Nichols. “Regardless what dealers and builders think of them, shell sales 
are the only thing keeping a lot of southern pine mills open.” 
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$5,000) before construction begins. 
When the shell is completed, the deal- 
er delivers the mortgage and assign- 
ment to ABC for purchase. 

For a permanent home, terms are 
up to 72 months. Terms on vacation 
homes can go to 84 months. 

ABC’s plan has no reserve require- 
ment, and no dealer recourse. Univer- 
sal C.1.T. Credit Corporation’s plan 
does have recourse to the dealer. 

In addition to the two credit firms 
above, a new company in Atlanta, 
Ga., has been set up to deal ex- 
clusively in shell paper. It is the Shell 
Home Finance Corp. .« 

Package selling of the shell house, 
including financing, permits the best 
markup on materials, labor and the 
money plan itself. 

Although shell financing can be ap- 
plied to vacation or second homes, 
most of the big shell builders confine 
their models to permanent-type dwel- 





lings. The market is mainly those 
people who cannot qualify for con- 
ventional homes. 

The Institute for Essential Housing 
is preparing a one-bedroom plan which 
would have appeal as a vacation home. 

Shell housing was the subject of a 
panel meeting at the Southwestern 
Retail Lumberman’s Association just 
completed. A digest of the remarks at 
this panel is on page 71 this issue. 


Shell House Data 


For further information about shell 
builders offering franchises, write to 
the addresses below: 

Institute for Essential Housing, P.O. 
Box 182, Wayne, Pa. 

Swift Homes, Inc., 1 Chicago Ave., 
Elizabeth, Pa. 

Kahler Craft Homes Corp., 2121 By- 
Pass 52, Lafayette, Ind. 

To get more details about financing 
help for shell homes, write: 

Universal C.1.T. Credit Corp., 650 
Madison Ave., New York 22, N.Y. 

Allied Building Credits Inc., P. O. 
Box 3426, Terminal Annex, Los Angeles 
54, Calif. 

Shell Home Finance Corp., 1324 Wil- 
liam-Oliver Bidg., Atlanta, Ga. 
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Shell Forum Attracts 500 Dealers at 
Southwestern Lumbermen’s Convention 


‘Having your own shells and financing is the only way to 


keep control of the sale in your community,’ 
dealer, who is in this business. 


KANSAS CiTy, Mo. 

ARLE BRENNEMAN, president 

of the Little Rock Lumber Co., 
Alma, Mich., whose finish-it-yourself 
package house program was reported 
in this magazine in 1957, kicked off 
the shell homes clinic at the South- 
western Lumbermen’s convention by 
urging conventional dealers to get 
started on their own programs as soon 
as possible. 

“This is the only way to stop this 
increasing erosion of our markets by 
outside shell builders,” he said. “Many 
of you are already affected and more 
will begin to feel the bite soon.” 

Dealers jammed the Little Theater of 
the Municipal Auditorium on Sunday, 
Jan. 22, for the meeting, “Shell Homes 
—America’s Fastest-Selling Houses.” 

Besides Brenneman, speakers were 
Ralph Campbell, president, Johnson- 
Campbell Lumber Co., Fort Worth; 
Sam Slaughter, Jr., president of Lum- 
ber Dealers Research Council and of 
N. R. Homes, New Richmond, Wis.; 
Bill Bonsteel, president of Bonsteel 
Lumber Co., Harrison, Ark. and Jo- 
seph C. Ekkers, assistant vice president 
of the Universal C.I.T. Credit Corp., 
New York. 

Announcement of C.1.T. Corpora- 
tion’s decision to finance shells for 
dealers on an individual, selected basis 
brought favorable reaction from at- 
tending dealers. 

There were some initial complaints 
about Universal’s dealer recourse pro- 
vision and reservations about the 6% 
add-on interest rates. 

But panelists and the dealers them- 
selves defended these provisions of the 
new finance plan. General feeling was 
summed up by one dealer’s comment. 

“Dealer recourse or not, I want to 
congratulate C.I1.T. for supplying us 
with a finance plan that we've been 
waiting for a long time. Our company 
has its own shell operation, and we 
had to turn down almost 100 shell jobs 
last year because financing wasn’t 
available.” 

Ralph Campbell and Sam Slaughter 
answered the complaints about inter- 
est rates. Both agreed that the rates 
are a little higher than for mortgage 
money used in conventional building. 

“This interest rate business isn’t im- 
portant at all,” said Slaughter. It 
doesn’t make any difference to the 


’ says Arkansas 


buyer if his monthly payment is $2 or 
$3 higher a month. 

“This buyer is low-income, usually. 
He couldn’t get any other financing for 
building on his low-priced lot. The big 
outside shell operators charge as much 
or more for their money. Their prod- 
uct sells because it is completely fi- 
nanced, and monthly payments are 
within the reach of the low-income 
buyer.” 

Ekkers said complete details about 
the C.I.T. shell finance plan for dealers 
would be available at all branches after 
Feb. |. C.1.T. has just arranged for 
bank commitments that will supply $1 
billion, most of which is earmarked 
for the shell market, he said. 

“Dealers can’t be complacent about 
shell housing,” said Bill Bonsteel. 
“Don’t be content to sell materials 
only, on a hit and miss basis, to the 
outside shell operators. When one of 
these builders comes to you for ma- 
terials, he quotes the prices he'll pay. 
If you can’t meet them, you’re out of 
luck,” he said. “In some cases, the 
outside shells pass up the local dealer 
entirely, and buy direct from manu- 
facturers,” he added. 

“Having your own shells and fi- 
nancing is the only way to keep con- 
trol of the sale in your community, 
and keep the outsiders away.” 

Contractor relations may get a little 
strained when the conventional dealer 
starts his own shell program, says 


Bonsteel. 

He advised other Southwestern deal- 
ers not to try to hide a new shell oper- 
ation. “It’s best to use a straight-for- 
ward approach. Show contractors that 
your shells will mean new business for 
them that they couldn’t get any other 
way. The subcontractor working on 
your shells gets his money as soon as 
the shell is built—another selling point 
in winning him over to your side,” 
added Bonsteel. 

The panel agreed that the term 
“shell house” lacks buyer appeal. They 
suggested alternates, such as “Finish- 
Yourself Homes,” or “You-Complete 
Homes.” 

Ralph Campbell covered the or- 
ganization mechanics of setting up a 
shell operation. First in importance is 
to learn everything possible about 
shells, and then put the entire planned 
program in writing, he said. 

Other suggestions by Campbell to 
set up a successful shell operation: 

* Hire a key man to head up the 
operation—preferably from _ outside 
your own organization. An outsider is 
less likely to be bound up with piece 
selling. An office girl to handle paper 
work is a necessity. 
¢ Set up at least two colorfully painted 
display models. Use one as an office. 
* Consider panelization. There is less 
likelihood of materials being stolen 
from the jobsite. Building crews and 
yardmen can use their time more ef- 
ficiently. 
* Check building codes to see that the 
shells comply. 
* Have appraisal charts for lots (C.1.T. 
has forms that can be used). Check the 
(continued on page 74) 


SHELL HOUSING panelists at the Southwestern Lumbermen's convention discuss ways 
for the small-town dealer to get into this market. Left to right are Dwayne Larson, 


presiding; Earle Brenneman, 
Joseph C. Ekkers and Bill Bonsteel. 
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Another great offer from Pittsburgh Paints- 





Now... get in on Big-Profi 


PittssurcH Paints 


Maetlo” corcor mixinc MACHINE 








& 


GET ALL THIS—with minimum investment! ; ae 
@ Amazing new thrift-priced 


@ Color-mixing machine e Album of MAESTRO® Pittsburgh Paints MAEsTRO 
@ Take-home color cards COLORS for easy cus- Color Mixing Machine—yours 
to give customers tomer selection with minimum cash invest- 
e Special contractor color §@ Formula book with easy ment! Mixes any of 562 colors 
deck mixing instructions in less than one minute .. . 
easy to operate, trouble-free. 


p PittspurcH Paints 








PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 





IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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ustom-NMixed Paint Volume 





with Minimum Investment! 





New low-cost Pittsburgh Paints color mixing machine is yours 
with minimum down payment, pays for itself out of profits! 


e Demand for custom-mixed 
colors is growing by leaps and bounds. 
It’s a demand that spells real volume. 


e@ So don’t miss out—take advan- 
tage of this great Pittsburgh Paints 
offer now and prove to yourself how 
much extra money you can make in 
the custom-mixed business . . . with 
minimum cash investment. Pay for 
your machine (priced at a record low) 
the painless way . . . out of extra profits! 


Precision-made mixer: 


1. Gives your customers a choice of 
562 colors in each of 10 different 
interior and exterior finishes. 


Please rush full de- 
tails on how I can 


NAME 


2. Requires only six colorants, two 
types of tinting bases. 


3. Accurately dispenses colorants 
without muss. 
4. Takes only seconds . . . requires 
no training to operate. 


5. Provides trouble-free service for 
years—has no complicated parts to 
get out of order. 


Mail coupon today for all the facts 
on this big-profit, low-cash deal. It’s 
the hottest proposition in the paint 
business today! 


Cee. tee fig 


Pittsburgh Plate Glass Company, 
Paint Division, Dept. AL-21, Pittsburgh 22, Pa. 





mixed paint business 


with minimum cash Annies 





| 

| 

| get into the custom- 
| 

| investment! 


COUNTY 
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SHELL FORUM ATTRACTS 


(begins on page 71) 





availability of water and utilities. 
* Establish an advertising budget and 
stick to it. Percentage will vary, but 
2% is a good figure. More than this 
should be used initially. 
¢ Hire and train crews especially for 
the shell operation. Use one crew to do 
everything, if possible. Don’t permit 
crews to spend time doing work that 
isn’t included in the sales contract. 
* Determine what designs will sell 
well in your area and concentrate on 
them. 
* Get finance company recognition. 
* Don’t miss any promotion bets. Of- 
fer $25 for any lead brought in that 
ends in a sale. 
* In small towns, consider building on 
your lot, and selling land too. 
* Allow yourself adequate profit. Ask 
for it and you'll get it. A few dollars 
difference in the monthly payments 
won't stop a buyer, but that same 
dollar or two can make or break your 
shell operation. 
* Set up inventory houses on your 
property, if you can afford it. They'll 
pay for themselves. 
* Consider setting up a separate cor- 
poration to handle the shells. It may 
be beneficial at tax time. 

Bonsteel outlined his shell program 


for those at the convention. He em- 
phasized that it is necessary to keep 
retail business separate from shell sales 
to keep accurate cost figures. 

“We charge out materials and labor 
for the shells at a normal markup. To 
this total we add 25% gross profit, 
broken down as follows: 5% sales 
commission; 2% advertising; 3% gen- 
eral administration costs; 3% legal 
and financial (credit check, title search, 
etc); 2% supervision of work crews 
and call-backs, initial inspection of 
lot; and 10% net profit. Our net runs 
a little higher than 10% because other 
expenses deducted from the gross 
profit don’t always run as high.” 

The shell building market will grow 
in the next few years, according to 
Joseph Ekkers of C.I.T. “Fifteen years 
ago, mobile homes were in the same 
position. Today they account for one 
of 10 new home starts,” he said. 

Sam Slawghter summed up the in- 
creasing importance of financing to 
the retail dealer by saying, “I don’t 
care what it is, it it can be financed it 
can be sold.” 


Lumber Salesmen Meet 

DaLLas—The 36th annual meeting 
of the National Assn. of Lumber Sales- 
men will convene March 5 at the Du- 
pont Plaza Hotel, Miami. 

In addition to panel discussions and 
business sessions, there will be displays 
of new lumber products. 


Lumber Industry Considers 

WASHINGTON—Lumber industry 
consideration of the new enlarged 
commercial standard CS73-51 on old 
growth Douglas fir, Sitka spruce and 
western hemlock doors has been asked 
by the Commerce Dept. 

Independent west coast fir door 
manufacturers requested an improve- 
ment in grading, bonding and season- 
ing requirements. The revised stand- 
ard adjusts standard stock sizes, 
thicknesses and layouts to conform 
with current practices. 

It also contains suggestions from 
other industry organizations. New de- 
signs for Dutch, jalousie, flat slat 
louver, chevron slat louver and bi- 
fold-louver wardrobe or closet doors 
and two-section overhead garage 
doors are included. In addition, a re- 
vision of CS91-41, factory-fitted 
Douglas fir entrance doors, is em- 
bodied in the new standard, intended 
to replace both older standards. 

If the revised standard, now being 
circulated, is endorsed by enough 
manufacturers, distributors and users 
to insure successful application, the 
Commerce Dept. will issue it to the 
industry. 

Copies of tentative standard TS- 
5427A may be obtained as long as 
supply lasts at no charge from Com- 
modity Standards Div., Office of Tech- 
nical Services, Business and Defense 
Administration, Dept. of Commerce, 
Washington 25, D.C. 
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ee 


NOW AVAILABLE IN QUANTITY! 


GOLD PLY PLYWOOD 
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MILLS: Pickering Lbr. Corp 


PICKERING 


LUMBER CORPORATION 


Standard, California 
(Near Sonora, Calif.) 


Standord, Calif 
West Side Lbr. Co. Div., Tuolumne, Calif 
Telephones: Sonora Je 2-7141 

Tuolumne WA 8-4213 
TWX: Sonora 116-U 
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Better Traction Tire 


A new double-duty truck tire has been 
designed to provide good traction in both 
forward and reverse for vehicles operat- 
ing on or off the highway. It features 
non-directional tread patterns for traction 
in either mud or show. Indented and 
staggered open-shoulder cleats provide 
continuing traction, maker says, and V- 
shaped tread grooves expel objects. De- 
tails from B. F. Goodrich Co., Dept. 
BMM, Akron, Ohio. 

Circle No. 243 on Handy Cover Card 


Bagged Materials Handler 


This “destacking” conveyor is claimed 
to eliminate unnecessary handling. Unit 
receives hand truck loads of bags, sep- 
arates them for singular discharge to a 
receiving conveyor and paces outship- 
ment operation. 

Unit shown handles ten 50-Ib. paper 
or five 100-lb. burlap bags. Hand truck 
operator tilts load onto a platform and 
presses the foot switch seen below. Con- 
veyor boom lowers hydraulically to dis- 
charge position, then the 24” rough-top 
belt begins separating bags by gravity 
action over end pulley. Portable, the 
conveyor is guarded to prevent bag or 
content damage. 

Destacker comes with self-contained 
hydraulic unit, 110-v. drive motor and 
gear reducer. Lowering, discharging and 
raising time cycles are adjustable. Unit 
may be stopped any time in the cycle. 
Fairfield Engineering Co., Unit Han- 
dling Div., Dept. BMM, Marion, Ohio. 

Circle No. 244 on Handy Cover Card 
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Outdoor Storage Cover 

A new plastic-laminated burlap out- 
door storage cover is available in a wide 
range of sizes and constructions. Burlene 
has been tested for use as heavy machin- 
ery, firebrick and lumber cover, maker 
says. It is water resistant, tear and punc- 
ture resistant. By use of special burlap 
and polyethylene lamination process, pre- 
formed construction prevents dust and 
dirt contamination of the item covered. 

Seams and hems are rubberized and 
heat-fused. At subzero temperatures the 
cover remains flexible and can be folded, 
maker says. Plasticized construction 
permits escape of condensation. Both 
grommeted and ungrommeted models are 
available. Details from Bemis Bros. Bag 
Co., Dept. BMM, 408 Pine St., St. 
Louis 2. 

Circle No. 245 on Handy Cover Card 


Automatic Stud Marker 


A new automatic stud marker is 
claimed to save hours of layout time. 
Marking accurately 8”, 12”, 16” or 24” 
centers on wood, steel or concrete plates 
and studs, the Mark 16 is constructed 
with cast aluminum body. It is self-ink- 
ing and no readjustments are ever nec- 
essary, maker says. Pearson Products, 
Dept. BMM, 127 Kipling St., Elyria, 
Ohio. 

Circle No. 246 on Handy Cover Card 


General Service Body 


A new line of general service bodies, 
conversion kits and side boxes for use 
on %, % and 1-ton pickup truck chassis 
is announced. They are available for 
all popular truck models. 

Model HB body is rustproof, has 
hinged tail gate and optional sliding top. 
HC conversion kits are similar in con- 
struction to the general service bodies. 
Model HT side boxes are made in 
lengths of 70”, 90” and 100”. All doors 
of the 12” wide, 14” deep boxes have 
continuous hinge and are equipped with 
chain stops. Details from Highway Trail- 
er Industries, Inc., Dept. BMM, 250 
Park Ave., New York 17. 
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Give your houses 
new sales appeal 
with the 


ELECTRONIC 
MAGIC 


of amazing new 


AIRSWEEP™ 


ELECTRONIC RANGE HOOD 


THE MOST FABULOUS appliance ever de- 
veloped for kitchens, Airsweep is a potent 
new Sales clincher! 

IRRESISTIBLE SALES APPEAL! Airsweep 
gives home owners two astounding advan- 
tages (1) Traps smoke, cooking odors, 
pollen, and kills bacteria electronically. No 
filters to replace, no ozone bulbs. (2) 
Makes kitchen air healthier, zestful! Air- 
sweep adds miracle negative ions to the 
air it purifies—which scientists find com- 
bats hay fever, asthma, colds, headaches, 
blood pressure, drowsiness, and fatigue. 
Also adds zest! A boon to housewives! 

A MONEY-SAVER, TOO. Saves cost of out- 
side vents, ducts, special wiring. Saves 
cabinet space. 

GIVES FLEXIBILITY to kitchen planning— 
locate range anywhere. 

EASY INSTALLATION. Mounts in minutes 
on wall or under cabinet with just four 
screws, connects to standard household 
current. 

AIRSWEEP is the newest of a complete 
line of 42 range hoods, 15 exhaust fans, 
by Progress. Distributors in every area. 


progress 


MANUFACTURING CO., INC. 
Philadelphia 34, Pa. 


(e 


WORLD'S LARGEST MANUFACTURER OF RESIDENTIAL 
LIGHTING AND RELATED ELECTRICAL PRODUCTS 


PROGRESS MFG. CO.. INC., Phila. 34, Pa. 


Send information on the complete iine of Pro- 
gress Range Hoods and Exhaust Fans plus name 
of nearby distributor to: 


Name 
Firm pect Tinea eee 
Address ae ee 
| ee I caine: 


SER SO 
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Commercial 
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Model Kitchen With Built-ins 
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New Lines: Tile, etc. 
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DEALER SALES CONTROL ON THE MARCH 


— 


(See page 5) 


Small-Town Yard Uses “= 
To Lick Big-Time Competition 


OWNER DICK 
NEWCOMER, 
right, with sales- 
men Delvin Myrick 
and Fred Hadley. 


Battling cash-and-carry and pre- 
fab competition, Newcomer 
Lumber Co. increases volume 
and net profit in 1960 by promot- 
ing both new homes and home 
improvements with two outside 
salesmen, who are pictured at 
left with owner Dick Newcomer. 
Details on the next page. 
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Small-Town Yard Uses DSC to Lick Big-Time Competition 


(begins on page 76) 


Dick Newcomer says: “We figure the en- 
tire job and guarantee the contractor a 
figure for labor. We say: ‘We've got so 
much money in it for you—do you want it? ” 


MOoRESVILLE, IND. 

SING THE MANAGEMENT GUIDE developed 

by Art Hood as an operating bible, Richard Y. 

Newcomer, president, Newcomer Lumber & Supply 

Co., is building profits in the face of intensive competi- 
tion. 

With a big cash-and-carry yard almost on his door- 
step and with 200 new National prefab homes within 
shooting distance of his yard, Newcomer might have 
reason to be discouraged. 

Instead, he has gone into land development, opened 
a successful remodeling department and is selling 
materials to National homes and home improvements 
to their customers. 

As the result of complete dealer sales control, New- 
comer’s volume and net profit were up in 1960. 

By selling service and quality against price, and by 
offering a package price to one tract builder, New- 
comer succeeded in grabbing a 30-unit house sale 
from a cash-and-carry operator. 

He made deliveries as required, guaranteed quality 
materials and gave full credits on returns. Not only 
did Newcomer make the sale, but the package price 
exceeded the original estimate by $200 per unit. 

Mooresville (pop. 3,800) is becoming a bedroom 
suburb of Indianapolis and the 200 National homes 
are occupied mainly by people who work in that city. 
Most of these homes are typical low-priced tract units. 

In addition to selling the floor joists, sub-flooring 
and hardwood flooring for these houses, Newcomer 
has sold the materials on many homes for which crawl 
spaces have been substituted for slabs. This modifica- 
tion can run $700 per unit. 

“If we had to fight price, we’d be dead,” declared 
young Newcomer. “Selling a package is the only answer. 
If you give people what they want, you're just about 
out of competition.” 

Complete customer service. Newcomer offers cus- 
tomers just about everything they want—whether it’s 


a small repair job or a finished home. Although about 
two-thirds of his sales are to homeowners, he has 
helped contractor customers by promoting their serv- 
ices. 

“By contracting ourselves, we have increased, not 
decreased, our contractor trade,” declares Newcomer. 
“We figure the entire job and guarantee the contractor 
a figure for labor. We say, ‘We’ve got so much in it 
for you—do you want it?’” 

Newcomer has been especially successful working 
with a contractor who has specialized in fence erection. 
Newcomer handles the advertising and financing and 
sells the contractor chain link, posts, rails and all 
materials for the job. Ads carry both the name of the 
contractor and the lumber firm. 

Selling remodeling. Newcomer got into remodeling 
on a packaged basis about two years ago. Delvin 
Myrick, the Newcomer yard foreman, was put in charge 
of this department as principal salesman and job 
supervisor. 

He has done so well that another salesman, Fred 
Hadley, has been added. Myrick moved about $90,000 
in materials alone last year. 

“We try to sub all jobs, but recently we hired a man 
to handle insurance claim repairs and small jobs,” 
Newcomer explains. “The man is not only a good 
plumber, electrician and heating man, but also a good 
finish carpenter. He handles only small jobs for $100 
or $200 and can make a profit if the job is figured 
right.” 

Salesmen receive 5% commission on millwork plus 
10% commission on the complete job. On packaged 
jobs, 10% is added on materials at list plus 10% on 
labor. 

“The whole trick is estimating,’ says Newcomer, 
who uses the Adams system. “We don’t chisel on price. 
About 50% of our estimates are non-competitive. We 

(continued on page 80) 
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™ For higher quality 
at lower cost— 


HOMASOTE 


PRODUCTS 


FOR EXAMPLE: 


5%" HOMASOTE SUB-FLOORING 


saves the builder $48 to $80 
on every 1,000 sq. ft. of floor area 


You can show any builder—large or small—how to save any- 
where from $50 to $1,000 or more on every house he builds. 
You do this by showing him the added quality and the lowered 
costs he can enjoy wherever he uses a Homasote Product. 
Weatherproof Homasote —in its various thicknesses and in sizes 
up to 8’ x 14’—does things other products cannot do, yet it 
always costs less installed. 








To build your sales more quickly —to builders and home owners 
alike—tie in with Homasote’s 1961 Merchandising Plan. Each 
month you (and every Homasote representative) pinpoint your 
sales effort to one particular Homasote Product or Application. 
Consistent advertising in House & Garden, House Beautiful, Liv- 
ing for Young Homemakers, Popular Mechanics and Maclean’s 
Magazine backs up your sales efforts. The current advertisements 
feature Homasote Sub-Flooring (as above) and Grooved Vertical 
Siding. In March and April these advertisements to your custom- 
ers will feature Board-and-Batten and Dry-Wall Construction. 


On top of this—as a tailor-made advertising medium for the ‘ > 4 
Building Materials Deualer—we are now able to supply you with i its 
a wholly new and fully tested sales builder. What you see pic- me ptt 
tured above is a 3-color Nutshell Card measuring 3” x 6”. Display TO WIDEN YOUR MARKET SCREENED 
these on your counter! Mail them out with your statements! The ...get the full facts about Vacation 
traceable results will surprise you. Contact your wholesaler or 0 Small Homes, Farm and Utility ' © 
Homasote representative or write us direct— Dept. B-5. ulidings constructed By the. new ef! 
your P Versitruss-Panel System. Also—ask c ML 
; about Homasote’s Vacation and d ‘or —F1 
As always -—Homasote sells the Building Field Small Home Financing Plan. "2 sun DECK 
solely through the Building Materials Dealer [ Ea z 
- —— 32-0" ——_+44 


a RB HOMASOTE COMPANY _ TRENTON 3, NEW JERSEY 


Homasote of Canada, Ltd. © 224 Merton Street © Toronto 7, Ontario 


+ 4 
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cs==s=, Brother who sells 
LOWE BROTHERS PAINTS 
gets plenty big benefits: 


@ PICTURE PACKAGES 


NATIONAL ADVERTISING 
(POST, LOOK, AMERICAN HOME) 


LOCAL ADVERTISING 
POINT-OF-SALE DISPLAYS 

STORE IDENTIFICATION 
COMPLETE COLORMETER SERVICE 
HEAP MORE! 


write for details... 


THE LOWE BROTHERS COMPANY 


DAYTON 2, OHIO 
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COLONIAL FRONT is part of new face, interior and exterior of 
Newcomer Lumber & Supply, badly damaged by fire in 1959. 





DEALER SALES CONTROL 
(begins on page 76) 





don’t aim to be the cheapest in town, but we intend to 
do the job right.” 

New home business. A dealer’s bread-and-butter is 
still new homes, Newcomer feels. For that reason he 
is after substantial materials sales via new home jobs. 
This led him into land development last year. He 
organized a separate corporation with two other men; 
one was a tract for 21 houses, another for 10. Materi- 
als, including plumbing fixtures, were all furnished by 
Newcomer with the exception of heating equipment. 

Newcomer is holding a 38-acre tract adjoining a 
super-highway and will start promoting as soon as the 
market is right. Land and materials will be sold to 
builders. Newcomer will control the lots until the sale 
is completed. 

Most of these houses will be on 100’ front lots, three 
bedrooms with crawl space and attached garage and 
will sell for about $15,000 with lot. 

His promotional campaign will include a model 
home along with newspaper advertising and other 
media. 

Newcomer plans to hit new home sales even harder 
in 1961, contracting the whole job. The firm takes the 
general contract, subbing labor, wiring, plumbing and 
heating. Remodeling won’t be neglected, but both 
salesmen will spend more time on new home sales, 
which Newcomer considers essential to maintain vol- 
ume. 

The Mooresville firm is active in both light com- 
mercial and home remodeling, but kitchens remain one 
of their best packages. One of the outstanding store 
displays is a model kitchen complete with built-ins. 
Newcomer sold about 15 kitchen remodeling jobs last 
year, plus many new installations, furnishing even the 
refrigerator, which isn’t standard as a stock item. 

On its 10-man staff, Newcomer is fortunate in having 
three capable draftsmen who can handle a remodeling 
or new home job. Stock plans or adaptations are used 
for most new homes. 

Diversification important. Keeping your eggs in more 
than one basket is more than a figure of speech for 
Dick Newcomer. He had sold 15-20 poultry houses 

(continued on page 83) 
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ALSYNITE 


MOVES OUT FRONT IN 





ARCHITECTURAL 
RECORD 


















































BACKS YOU WITH THE BIGGEST PROMOTION IN TRANSLUCENT PANEL HISTORY 


Yes, this is Alsynite’s big year—and it should be yours, too. If you already handle Alsynite, you know that this premium 
quality translucent plastic panel is the finest of its kind—the first and preferred building panel with do-it-yourselfers, residen- 
tial and industrial contractors. If you don’t stock Alsynite, now is the time to investigate. For this year Alsynite backs you 
with the biggest, most powerful advertising promotion in the history of the field. Month after month, your customers will see 
the Alsynite story in dramatic, colorful advertising in major national magazines like LIFE. Those highlighted above are only 
a few. In addition Alsynite provides its dealers with point-of-sale aids and a complete free merchandising and sales-aid kit 
to help you close sales on the spot. If you haven't yet learned the details of the Alsynite program and the way it can lead 
you to increased profits, mail the coupon below today. Move out front with Alsynite in 1961! 


ALSYNITE._. 


ro 
TRANSLUCENT eeece 
A DIVISION OF REICHHOLD CHEMICALS, INC. 





ALSYNITE, San Diego 9, California 

Attention Dept. AL-261 

(_] Please send me more details on Alsynite’s Promotional 
Program 

(_] Have an Alsynite Distributor call on me. 


Name 


Firm 





Address_— 





City EE Oe 
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Promote Family-Recreation Rooms 


@ Ideas for Ads 
@ Complete Layouts 











@ High quality illustrations 


ADservice, produced by Building Materials Merchandiser has 
unique flexibility. If you promote remodeling, illustrations 
are offered on all big ticket packages. And when a multi- : . can then be cut apart 
item ad is planned you have your choice of hundreds of = an Veen) Tustrations, used in 
product mats. ; oe 


Your newspaper will 

“cast” this mat 

in metal. The casting 
t apart 


There are now 34 mat pages available. Each page sells 
for $3.95, less in quantities, and you get a large heading 
illustration and from six to seven smaller illustrations on 
every page. With each page, we also provide suggested 
layouts and copy. 





Package 2 


Products and Mat 


Theme and Project ee 
Applications Page No. 


Illustrations 


Add-a-room (exterior) Acoustical tile 





Add-a-room (interior) 
Add-a-room (sketches) 
Attic room .. 

Christmas, headline illus. 
Dormer 

Entrance, before-after .. 
Family-recreation room 
Garages . ‘sen eee 
Garage converted to room 
Get ready for winter 


Home improvement 
(composite) 


Insulation ...... 
Kitchen nae 
Modernization Magic 
Money to loan . 


Outdoor living 


Paneled room 
Planning hely 
Plywood ..... 


Roofing ... 
Screened porch . 


Warehouse sale . 


Package 1 


Theme and Project 
illustrations 


Add-a-room 
Attic rooms 


Christmas, general 

Christmas, recreation room 
Christmas, tools ... 

Fencing 

Garage selection 

Hardware . éasesaes 
Home workshop, tools ........ 
Home improvement for interiors 
Insulation .. 


Kitchen remodeling 


Recreation rooms . 


Spring check-up 


Products and 
Applications 

Adjustable post . 
Blanket insulation 
Caulking gun ....... , 
Cedar closet lining 
Ceiling tile, insulating . 


Ceiling tile, acoustical . 
Concrete mix 


82 


Awning, window ........... é 


CN oink cs cei cvecvavsen f 
Christmas patterns 

Combination doors .......... 4 
Combination windows ....... 30 
Counter top 

Doors, interior 

Fan, kitchen 

Fence, picket 

Floor tile 

Hardboard, perforated 
Insulation, blanket 

Insulation, pouring 

Kitchen cabinets ......... 23, 26 
Louvered shutters, interior .. 34 
Lumber, piece-price 32 
Paint, exterior 29 
Paint, interior 29 
Ping pong table 33 
Plywood 7, 31 
Roof cement. 30 
Roofing, shingles 25 
Storm sash 30 
Table legs 34 
Tools, hand 33 
Train table, plywood 33 
Wall tile 26 
Weatherstrip 30 
Wrought iron railing 34 














THERE’S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, sale- 
able packages. ADservice is not a ‘‘canned”’ proposition. We 
furnish layouts but rely on each dealer to stress his own indi- 


Cornice, plywood 
Counter top .... 
Cutting board 


Doors, 
Doors. 
Doors. 
Doors, 
Doors, 
Doors, 


Fence, 

Fence, 

Fence, 

Fence, 

Floor tile . 
Flooring, hardwood . 


Garages 
Garage doors 
Glass block 


Hardboard, perforated 
Hardboard, wall tile.... 
Hardware, builders’ ... 
Hose, garden 


Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring 


Jalousie 


Kitchen cabinets 
Knotty pine 


Ladders 
Lumber .. 


Medicine cabinets 
Mortar mix 


viduality, product lines and services to the customer. 


Paint brushes 

Paint, exterior .. 
Paint interior ... 
Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood 


Ww 
Plywood built-ins .... 
Plywood handy panels 
Plywood paneling . 
Plywood train base 
Posts, fence 


Roof coating 
Roofing, roll 
Roofing, shingles 


Screen doors .... 


Screen, roll ... 
Shelving lumber 


Stairs, disappearing .. 
Storm sash 


Wallboard . 

Wall tile .... 
Weatherstrip 
Windows .... 
Wood mouldings 
Wood paneling ... 
Wood siding 


Building Materials Merchandiser 
59 E. Monroe St. 
Chicago 3, Ill. 


(Circle pages desired) 


Package 1 
1, 2, 34, $4.7. 8. 9 301, 


12, 13, 


14, 15, 16, 17, 18, 19, 20, 21, 22 


eee ee 


_.__________entire package $82.50 


Package 2 
23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 


__.__.pages @ $3.95 
entire package $44.90 


Catalog Send free catalog_____1 


Nome_____ 





Address 
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DEALER SALES CONTROL 
(begins on page 76) 





until 1958 when the egg market folded and poultry 
houses with it. Each one of these sales meant about 
$7,000 in materials. 

Land development, remodeling and increased store 
traffic are being developed to offset this loss. In addi- 
tion, Newcomer is doing some serious thinking about 
prebuilt components. 

“We know we're missing some business by not 
having components available, but it isn’t something 
you can just jump into,” he remarked. 

Varied promotion. Direct mail, the Welcome Wagon 
and open houses have been the promotional mainstays, 
but perhaps the single idea that has paid off best is 
an Indianapolis phone number in addition to a local 
number. 

“It’s surprising the number of people who will hesi- 
tate before paying a small toll charge,” says Newcomer. 
“This service costs us an extra $54 a month, but we 
have a lot of customers in Indianapolis.” 

Some 2,000 multi-color broadsides developed by 
Fort Wayne (Ind.) Hardware Wholesale, Inc., and 
carrying the Newcomer imprint, have been mailed to 
box-holders on five rural routes. The returns were 
good. Direct mail was effective in introducing a new 
paint line. The effectiveness of the Welcome Wagon 
service at 75¢ per name has proved itself, because the 
Welcome Wagon lady is well acquainted with New- 
comer materials and services. 

The Newcomer store was opened in 1950, but 
suffered a disastrous fire shortly after an open house 
celebrating extensive remodeling in 1959., The new 
office and showroom has a display area 58’ x 48’. The 
new store has added a number of lines, including 
plumbing fixtures. 

Integrated with the store is a 122’ long warehouse, 
18’ high at the sidewalls with a 70’ span. One man is 
kept busy full-time in the shop; and a yard in Beach 
Grove, operated by Newcomer’s father, has a full- 
scale millwork shop, which rounds out the service 
furnished by Newcomer’s Mooresville yard. 


bee cemene & j 
<< . m 


\ cee tt Patter hs 4 


WAREHOUSE IS 
INTEGRAT- 
ED with New- 
comer store. 
Warehouse 
sidewalls are 
18’ high and 
make end- 
stacking of fin- 
ished lumber 
and moldings 
easy. 
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New €stwing > SUPREME 
SHINGLING HATCHET 


¢ 


® Forged One-Piece 
Solid Steel 

® Strongest Construction 
Known 


Plus 


Exclusive Nylon-Vinyl 
Deep Cushion Grip 
Absorbs ALL Shock 
Easy on the Hands 


Perfect Balance 
for Easy Driving 
Weather Gauge 
Adjusts Every 

Y_ Inch 


Head Milled 
and Hardened 


FULL 
POLISHED 


FE3-S 
$7.25 


“Mark of 
the Skilled” 


Won't Loosen, Come Off 


or Wear Out 


Resists Slipping From Roof 


Made by the Inventors and Worlds Only Specialists of Unbreakable Tools. 


Estwing =~ MFG. CO. pept. Bmm2 + Rockford, tll 
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PRODUCE A FINISHED 


e NO HAND-NAILING 
© NO FLOPPING— 

One operation does it 
* LESS MAN-POWER 
© GREATER RIGIDITY 
* NO REJECTS 


Write Dept. BMM-2 


Fabricate up to three trusses every 
minute! Think of it! Perk up your 
Profits with a GANG-NAILS 
franchise.* WRITE TODAY FOR 
FULL INFORMATION. 

*Only $3,475 Puts You in Business 


GANG-NAIL SALES OF © Pea [ez 


7525 N. W. 37th Avenue 


Miami 47,, Floride 
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( Here's the one that ) 


WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger prosit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 
STICKS AND STAYS pijy 
%) 








Most dealers report? 
ur sales of Dur- 
Rock - Hard 


k hee 


Hi ay W. ater ? uty Des Moines, 
gives you by far the lowa. 
best profit marginon gj ny 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many pa tching materials may shrink, 
fall out or chip off. Durham's Rock-Hard 
Water Putty ‘does not shrink. Absolutely 
not. It sticks an d stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of ‘each on dis- 

lay. Available in 25, 50, 100-ib. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
Circle No. 46 on Handy Cover Card 





e Versatile 
e Low-Cost 
e Matching 


Virola 


Reg. App. For 


MOULDINGS 


Satin smooth hardwood 
moulding of blond 
virola, in 12 patterns 
and matching jambs. 
Excellent workability. 
Blond color permits 
staining, either light 

or dark, to match all 


hardwoods. 


Fast shipment on large 


or small orders. 


Send for free 
samples, today! 


Virola NW leleres)iie 
COMPANY OF AMERICA 
210 EAST MONUMENT STREET 


BALTIMORE 2, MARYLAND 
Circle No. 47 on Handy Cover Card 
84 





WCLA to Spotlight sae Grades 


PORTLAND, ORE.—The 1961 theme 
for dealers from the West Coast Lum- 
bermen’s Association is Trendselling 
for Profit,” featuring utility grade West 
Coast lumber. 

Advertisments will appear showing 
utility grade in shelter and builder 
magazines. Then dealers will be of- 
fered free a line drawing and news- 
paper mat of the same subject for use 
in their own newspaper advertising 
campaigns. 

A financing schedule and material 
breakdown will be included in the 
dealer package, giving a definite tie-in 
with WCLA’s national advertising. 

Home builders will learn how they 
can save up to $250 a house with no 
sacrifice in quality, by using utility 
grade, the WCLA says. 

A total of 38 different ads comprises 
WCLA’s campaign. 


" pute hackground for 
MODE Bn LIVING TRENDS 
iar s with 
t WEST COAST LUMBER 


iin iad 
~~ yuk RUOGET 
AMING LUMBER 
00< 
aaa 


MAT FOR DEALER AD to be offered by 
West Coast Lumbermen’s Association. 





Commercial Standard 
For Wood Fence Posts 


WASHINGTON—How long will a 
wood fence post last? Perhaps only a 
few years unless properly pressure 
treated with wood preservatives. 

If you have had some sad experi- 
ences with so-called “treated” or 
“dipped” fence posts, help is on the 
way in the form of a new Commercial 
Standard just announced by the Com- 
modity Standards Div., Office of Tech- 
nical Services, U. S. Dept. of Com- 
merce. 

Based on actual service tests con- 
ducted by the U. S. Forest Service in 
cooperation with the wood preserving 
industry, posts treated to comply with 
it can be expected to give over 30 
years service. 

The new standard will become ef- 
fective on Feb. 6, after having been 
endorsed by producers who, according 
to the U. S. Forest Service, treated 
over 17 million fence posts in 1959, 
or better than 65% of the total 1959 
pressure-treated post production. 


Expand Aluminum Specs 


New YorkK—The Aluminum Win- * 


dow Manufacturers Assn. will step 
up its specifications program, accord- 
ing to AWMA president Sidney Ku- 
lick. A full-time technical director will 
be added to the AWMA staff to head 
the program. 

Conformance to AWMA specifica- 
tions is indicated by a ‘“Quality-Ap- 
proved” seal affixed to approved alu- 
minum windows. Manufacturers qual- 
ify for use of the seal by submitting 
windows for test to independent au- 
thorized AWMA-approved testing la- 
boratories. 

The new technical director of 
AWMA will be headquartered at the 
AWMA offices, 630 Third Ave., New 
York 17, N. Y. 


Offer New Glass Fibers 

PiITTSBURGH—A new type of glass 
fiber for reinforced plastic building 
panels has been introduced by Pitts- 
burgh Plate Glass Co. It is a fiberglass 
chopped strand mat said to provide a 
higher degree of translucency. It is 
offered in all standard weights and 
widths up to 76”. 

In addition, Rezolin, Inc., Santa 
Monica, Calif., has developed a new 
fiberglass cloth designed for ease of 
laminating deep, sharp contour sur- 
faces. Drapeze 391 is claimed to pro- 
vide faster laminating, less layers at 
lower cost and less interlaminar resi- 
dual stresses in sharp contour lamin- 
ates. 





“COMPACT” ONLY 5 FEET LONG—A 
real sailboat, designed for fun and to 
teach youngsters water safety and sail- 
ing technique, can be built from only 
two sheets of GPX Marine plywood in 
a weekend, says Georgia-Pacific Corp. 
Free detailed working plans are avail- 
able to dealers for giveaway to cus- 
tomers and prospects. 
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... works better 


Typical uses: Paneling, cabinets, woodwork, siding, shelving 


Every builder knows his No. | cost is Time and Labor — that’s 
why “WORKABILITY” is all-important in wood. 

Idaho White Pine has it — its all-around workability can’t 
be matched. 

It saws straighter . . . cuts cleaner . . . bevels better than the 
best of ’°em. Takes paint and finish like a duck to water .. . 


takes the work out of woodworking. 


POTLATCH FORESTS. INC. 


and a thousand other practical, important uses 

You get the best selection and control because Potlatch cuts 
120 million feet of Idaho White Pine per year. Next time you 
want easy-working, cost-saving wood, specify Genuine Idaho 


White Pine 


. from Potlatch Forests. 


symbol 
of quality 
since 1906 


GENERAL OFFICES, LEWISTON, IDAHO 


SALES OFFICES: Warren, Ark., Jacksonville, Fla., Chicago, Ill., Kansas City, Mo., New Brunswick, N. J., Pittsburgh, Pa., Deer Park, Wash. 
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* W. W. Richardson, Sparton Lumber 
& Hardware Co., Tulsa, was elected 
president of Southwestern Lumber- 
men’s Assn. Newly-elected vice presi- 
dents are William Shockley, Spring- 
field, Mo.; Dwayne C. Larson, Larson 
Lumber Co., Salina, Kans. and John 
P. Hammerschmidt, Hammerschmidt 
Lumber Co., Harrison, Ark. 


* John I. Rudge has been appointed 
president of Carlon Products Corp., 
Aurora, Ohio. He was formerly vice 
president. 


¢ J. Everett Sims, president of Sims 
Lumber Co., Decatur, IIl., has been 
elected president of Illinois Lumber & 
Material Dealers Assn., Inc. He will 
assume office at the 71st annual meet- 
ing in Chicago, Feb. 6. 


¢ New officers of Western Retail 
Lumbermen’s Assn. are: president, 
Robert S. Wilcoxan, part owner of 
Sand Point Builders Supply, Seattle; 
vice president, C. A. Evans, Bestway 
Building Center, Bellevue, Wash 

¢ William L. Behan, Jr., president, 
Hill-Behan Lumber Co., was elected 
to the board of directors of First Na- 


tional Bank in St. Louis. Hill-Behan 
Lumber Co. operates seven wholesale 
and retail outlets in the Chicago area; 
10 in the St. Louis area and two in 
New Orleans. 


* William Tell Thomas was named 
director of marketing for Kwikset Di- 
vision, American Hardware Corp., 
Anaheim, Calif. Don K. Anderson has 
been appointed sales manager of do- 
mestic sales. 


# 


* Robert E. Olson has been appointed 
executive vice president and general 
manager of Ware Aluminum Windows, 
Inc., Miami. 


¢ William C. Pauley, Pikeville, Ky., 
has been elected president of the Ken- 
tucky Retail Lumber Dealers Associa- 
tion. Pauley was mayor of Pikeville 
in 1959-60. 


* Sidney D. Mazer has been appointed 
to the newly-created post of director of 
sales in the contractor division of L. 
Grossman Sons, Inc., Quincy, Mass. 


* George F. Sleight has been appointed 
general sales manager of both the 
Hunter Div. and the Trade-Wind Div. 
of Robbins & Myers, Inc., with head- 
quarters in Memphis. 


* James G. McDaniel has been ap- 
pointed sales manager of Driver Lum- 
ber Co. (Selma, Ala.), which since 
1946 has gradually expanded its line 


of wood products to include millwork, 
fabricated cabinets, doors and engi- 
neered beams and arches of laminated 
wood. 


* Ed G. Jara was named general sales 
manager of all divisions of Simplex 
Forms System, Inc., Rockford, Il. 


* Joseph C. Ekkers has been elected a 
vice president of Universal C.I.T. 
Credit Corp., New York City, where 
he has headed special products depart- 
ment for the past two years. 








OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company . . . 
Your Products ... Your Service? The sign on your building is 
your “business card” to potential customers. No matter what you 
make or sella good front is an important business asset .. . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations to choose from. 


Send Coupon for 
Iustrated Bulletin 


Find out how you can identify your 
business with colorfu! Plasticles 
Sign Letters. Guaranteed not to 
fade, chip or crack. Get complete 
information on “what to look for 


when buying sign letters.” City 


Name 


ey 
PLASTICLES CORPORATION I 
14588 SCHAEFER ROAD - DETROIT 27, MICH. | 
Mail Illustrated Sign Bulletin to. . . 





Address_ 





ees aes 





wean REPRESENTATIVES IN PRINCIPAL CITIES ——— === and 
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PRETTY GIRL SHOWS NEW SYMBOL— 
Miss Glenda Rawls, the reigning Arkan- 
sas Forest Queen, introduces the new 
Crossett Lumber Co. symbol which will 
appear on all Crossett products. The 
square shape (of the symbol) represents 
planned growth; the five trees symbolize 
the managed forests that sustain Cros- 
sett's manufacturing plants. 





Flintkote Building Materials 
Div. to Sell Flooring 

MERIDIAN, Miss.—The Building 
Materials Division of The Flintkote 
Company will handle the entire Flint- 
kote flooring line in order to “create 
greater exposure of these products in 
the market place,” said Wm. Feick, 
Jr., vice president in charge of sales 
for the Flintkote division. 

The Building Materials Division will 
be responsible for selling Flintkote 
flooring products to lumberyards, 
building materials dealers and hard- 
ware stores, he said. 

Heretofore, only Flooring & Ad- 
hesives Division salesmen have han- 
dled these products. 


Southern Sash & Door Jobbers 
To Meet 

The 26th annual membership meet- 
ing of Southern Sash & Door Jobbers 
Assn. will be held June 12-13 at the 
Hotel Peabody, Memphis. Nov. 27-29 
the group will meet for its 22nd annual 
fall session at the Roosevelt Hotel, 
New Orleans. 
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Nine Ways to Handle Credit 


BY ART HOOD 


(Written especially for Building Materials Merchandiser) 


From now on, the credit department in retail lumber and building 
products companies may be called the Credit SALES Department. 


The use of easy payment credit in big ticket sales is grow- 
ing at an accelerated pace. 

The latest figures from one of the larger mail order 
houses indicate that 44% of their building materials sales 
are amortizing credit sales. 

Dealers who fail to offer their customers this service are 
continuing to lose important sales volume. 

The variety of payment plans available to a dealer— 
several of which do not require the use of his own capital 
—provide a basis for an aggressive new promotional ap- 
proach to credit sales. 

The public is always intrigued by something new. If you 
want to get your public to talking about you in these days 
of tight money, why not advertise something like this: “An- 
nouncing a new Credit Sales Department—A Million Dol- 
lars to Lend.” Following this could be a listing of the vari- 
ous plans of payment you offer. (See box for suggested list- 
ing—it is not intended to suggest any one policy as best for 
every dealer.) 

Whether your policy is to limit your pay plans to 3, 5, 


7 or 9—the thing to do is to let your public know that you 


ART HOOD, con- 
sultant to Building 
Materials Merchan- 
diser, has conduc- 
ted 97 management 
workshops for deal- 
ers and is director 
of the Building In- 
dustries Marketing 
Institute at Purdue 
University. His ar- 
ticles appear regu- 
larly in this maga- 
zine. 


have a plan to suit their needs. ; ae 
You should prepare window and floor signs offering 
your numbered pay plan. 
These signs should be over the cash register and adjacent 
to your Home Planning and Improvement Center. _ 
Until the public is familiar with your individual list of 
credit services your numbered pay plan should be listed fre- 
quently in your newspaper advertising, in envelope stuffers 
and on all direct mail advertising. 
Your numbered pay plan could be part of your credit 
application. A single credit application could be used for all 
plans and the buyer could simply check the plan he desires. 
Let’s get this program working throughout the industry 
in building additional profitable sales and recapturing sales 
lost to competitors who have beaten dealers to the use of 
this effective selling tool. 


We are indebted to the Shaw Lumber Company, S. St. 
Paul, Minn., for suggesting this editorial. It is based on their 
very successful use of a plan similar to the one outlined. 
Readers are invited to send in their numbered pay plans. 


SUGGESTED SIGN FOR DEALER USE 


Nine Convenient Ways to Pay for Your 
Purchases at ; 
Progressive Lumber Company 


. Cash in Advance. 


. An open charge account. Becomes due on or before 
the 10th of the month following delivery. Interest 
charged on past due balances. 


. A 90-day 3-pay plan. One-third down and the bal- 
ance in equal payments in 30 and 60 days, no 
carrying charge. (This could be a 4-pay plan adding 
another 30 days. ) 


IV. A weekly payment plan for purchases up to 
$250. See payment chart. 


V. No down payment, up to 36 months to pay—FHA 
Insured Plan. 


VI. A Revolving Credit Line—multiply the monthly 


payment you can conveniently pay by 6-8-10-12 
(depending on individual dealer’s policy). This is 
your permanent credit line. Buy continuously as 
you need materials—pay agreed upon amount 
each month. A small carrying charge is made on 
monthly balances. 


. The open-end mortgage plan. Your present mort- 
gage may be increased to cover home improvement 
needs. 


A first mortgage—deed of trust or contract for 
new homes and larger remodeling projects. Ask 
about our “package” mortgages which include all 
the appliances you need. 


. We aiso have special plans for farm and contractor 
credits. 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time——30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








RETAIL YARD MANAGERS 

Are you an industria] arts instructor, a 
general contractor or carpenter? Or are you 
employed as a retail lumber yard manager 
or assistant and unhappy with what you see 
in the future? If so, and if you are willing 
to trade unlimited opportunities in a young, 
fast growing chain for your ability to ac- 
cept and discharge responsibilities, then we 
wd be looking for you here in Northeastern 
Ohio. Address Box 0-36 Building Materials 
Merchandiser. 





WHOLESALE LUMBER SALESMAN—Work 
with a small, flexible Northern [Illinois 
Wholesaler. Represent choice mills in an old, 
established territory. Salary and commission 
plus profit sharing. Address 0-41 Building 
Materials Merchandiser. 





Shipping clerk for large Chicago North side 
lumber yard. Experience necessary. Ad- 
dress Box 0-42 Building Materials Merchan- 
diser. 





Opening for man who desires to earn in ac- 
cordance with sales each month. Base salary 
in accordance with experience, plus bonus 
Experience we will consider—sales (walk in 
and contractor), buying, managerial, estima- 
ting, drafting, advertising, land development 
and component production. Must have basic 
knowledge of construction and remodeling. 
Unlimited earnings in most progressive City 
in Eastern Iowa. Independent retail-whole- 
sale yard. Moving expenses paid. Send re- 
sume in confidence with recent photo to Box 
0-48 Building Materials Merchandiser. 





HELP WANTED 











Assistant Manager—New Cash & Carry 
Builders Supply. Must have experience pur- 
chasing. Give age, experience, availability 
and salary desired. Address Box 0-45 Build- 
ing Materials Merchandiser. 





If you are an ambitious individual and look- 
ing for a location that will challenge your 
ability, we have just the location or opening 
for you. At least five years experience in 
the retail lumber business is necessary. Very 
good working conditions. We contract small 
jobs as well as build speculative houses. 
Located in Midwest County Seat town. Good 
salary plus incentive plan. In reply send 
recent photograph and state age, experience 
and size of family. Address: Box 0-44 Build- 
ing Materials Merchandiser. 





ASSISTANT TO 
MARKETING 
MANAGER 


Excellent opportunity for college 
trained man who has had 5-10 years 
sales experience in the building 
materials field including promo- 
tion and sale of insulation board. 


e Growth potential 
e Liberal employee benefits 
Send resume to 
Personnel Department 
BARRETT DIVISION 
ALLIED 
CHEMICAL CORP. 
40 Rector St., New York 6, N. Y. 





WANTED 

Manager for lumberyard in Central Illinois 
town of 500. Line yard. State minimum sal- 
ary and qualifications. Address Box 0-49 
Building Materials Merchandiser. 





CORRESPONDENCE COURSES 
DRAWING, ESTIMATING 


SALES REPRESENTATIVE 
WANTED 











MANUFACTURERS REPRESENTATIVES 
Expanding sales coverage seeking established 
and experienced commission representatives 
for residential builders hardware, lock sets. 
Complete lines with four designs, quality, 
unconditionally guaranteed, nationally 
known manufacturer. In replying give de- 
tails and experience on builders hardware, 
strict confidence. At present following terri- 
tories open; Western Pennsylvania, West 
Virginia, Northern Ohio, Kentucky, Illinois, 
Mississippi, Iowa, Minnesota, North Dakota, 
South Dakota, Nebraska, Montana, Wyoming, 
Colorado, New Mexico, Arizona, Utah, Idaho, 
Nevada, Northern California, Southern Cali- 
fornia. Address Box 0-38 Building Materials 
Merchandiser. 





Experienced Industrial Lumber Salesman to 
cover Chicago and adjacent territories. Sub- 
mit history, qualifications, and references. 
Address Box 0-46 Building Materials Mer- 
chandiser. 





SALES REPRESENTATIVE WANTED 

To sell measuring devices and lay-out tools, 
to lumber and building material dealers. 
Write direct to: Fairgate Rule Company, 
Cold Spring, New York. 





BUSINESS FOR SALE 

















Write for information on Two Revised 
Courses for Beginners & Advanced Students 
—(1) Basic Drawing & Light Frame Con- 
struction; (2) Basic Lumber & Millwork 
Estimating. Emphasizes “taking off’ material 
and labor quantities. Drawing instruments, 
forms, plans, tables and estimating rule furn- 
ished. Lessons submitted in weekly units, 
graded and returned with individual com- 


ment. 
PHINNEY O. LARSON 
TRAINING COURSES 

1596 Selby Ave. St. Paul 4, Minn. 





SALES REPRESENTATIVE 
AVAILABLE 











Builders Hardware and Specialty jobber 
travelling 25 salesmen desires new items for 
promotion and development to the contractor 
and lumber yard trade. Write Box 1261, 
Plainfield, New Jersey. 





For Sale—Several lumber yards in Iowa in 
good farm areas, priced low, with clean in- 
ventories, by old line yard company. Address 
Box 0-47 Building Materials Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 


Minneapolis 1, Minn. 





Ponderosa Pine de Mexico 

Save $500.00 per car on Soft Textured C & 
Btr. K.D. 4/4 S4S P. . Surfaced and 
graded to U.S. Standards. esieped open 
account. Write American Rep., P. O. Box 88, 
Fort Worth, Texas. 





FOR SALE 

Oak Sticks 312¢ ea. 

Oak Sticks 5 ¢ ea. 

2 Oak Sticks 6 ¢ ea. 

HAYES BROS. LUMBER CO., INC. 
CALICO ROCK, ARKANSAS 


1 Car, 4 ft. 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 





~ . 
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4: SCREW ANCHORS and JACK NUTS, 


Write for Free Literature 


MOLLY CORP., Reading, Pa. 
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SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 


Write for our free booklet, You can get 

real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 

Safety Engineering department can save 
money for your lumber yard. Write Lumber 
Insurance Department. 


LumbermensS “QW GWLY QWHWY 


KEMPER 


Circle No. 50 on Handy Cover Card 


February 13, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 








NEW EQUIPMENT 





Aluminum Siding Machine 


Roliton portable roll form machine for 
job site fabrication of residential alumi- 
num siding automatically cuts .024 or 
.019 gauges to any desired lengths. Maker 
claims application time is reduced, lap 
joints and piecing waste is eliminated. 
Comes with full aluminum coil stock 
of baked enamel colors. Siding has clips 
and back-up strips to permit maximum 
expansion under all weather conditions. 

Available for leasing on a 5-year basis 
at $200 a month. Aluma-Kraft Mfg. Co., 
Dept. BMM, 1330 N. Rock Hill Rd., 
St. Louis 24. 
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Gun Countersinks Nails 


Pneumatic and portable, this nail gun 
holds 120 corrugated nails for fast firing. 
Nails can be driven equally well into pine 
or oak by adjusting screws on the air 
regulator. Saurenman Co., Inc., Dept. 
BMM, 1517 N. Potrero Ave., El Monte, 
Calif. 
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Low Cost Adding Machines 


Economy line includes five 10-key ma- 
chines, one full keyboard model, printing 
multiplier and a new adding-subtracting 
unit permitting rapid, short-cut multiplica- 
tion. All models are electric. 

Figuring capacity of new units ranges 
from seven-listing and eight-total to 10- 
listing and 11-total. Prices for 10-key and 
full keyboard models range from $199 
to $279. Multiplier sells for $319 and 
deluxe 10-key machines range from $249 
to $329. Burroughs Corp., Dept. BMM, 
Detroit 32. 
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| INTHENYLON & 
CORD BUSINESS 


® The Easy Way 

© The Low Inventory Way 
® The Low Cost Way 

® The Packaged Way 

® The High Profit Way 








100% NYLON 
BRAIDED CORD 
RACK f 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16”, 1/4” and 5/16”, Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


Kine 


® 
or 


x CORDAGE 


John H. Graham & Co. Inc. & 
105 Duane St., New York 8, N. Y. ~ 
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The condition a man is in can best be judged by what he 
takes two of at a time—stairs or pills. 
* a * 


Some six years after graduation two sorority sisters chanced 
to meet on the street. After the big hello they were casually 
looking each other over, evaluating the clothes, makeup and 
hairdo of each other and finally one said, “What are you doing 
these days?” 

The other girl replied smugly, “I am secretary to a famous 
industrialist. Every morning I go into his office and we have a 
long conference. He usually takes me to lunch and during the 
afternoon he calls me into his office for another long confer- 
ence. Many times at night he will call me down to the office 
for an evening conference.” 

“That's a coincidence,” said the other girl. “I turned out to be 
a call girl, too.” 


* * * 


Another MAUK service—Lauan, Birch, and Beech Flush 
Doors made under quality standards of the MAUK trademark. 
These doors are available to you by the carload or in small 
quantities in your mixed cars. Buy your spring requirements 
of flush doors and panel doors now—and buy from MAUK. 


* * * 


Simple Celia says tomorrow is often the busiest day of the 
week. 
* * y 


A model marriage is one where the husband is honest and 
tells the truth and his wife is tactful and believes him. 


1 * * 


A man should work eight hours a day and sleep eight hours 
a day—but not at the same time. 


# * * 


An adult western is one in which the star is smarter than 
the horse. 


* 


Do You Know What Dep’t.: 

Do you know what nonchalance is? The ability to look like 
an owl when you've acted like a jackass. 

Do you know what stereophonic sound is? Wall to wall 
music. 

Do you know what stereophonic wisdom is? Wall to wall 
MAUK in your lumber yard. 


a 


MAUK Seattle Lumber Co. 


Seattle, Washington 
* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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New Literature 


Time-Saving Card—See Back Cover 


Utility Panel. Ply-Veneer, a kraft-overlaid-veneer sandwich 
panel, is fully described in a new booklet. Uses for the utility 
panel, including wall paneling, ceiling tile backing, room 
dividers, partitions and screens, are presented in the illustrated 
booklet. Weyerhaeuser Co., Silvatek Div., Dept. BMM, Ta- 
coma |, Wash. 
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Gutters and Downspouts. A new booklet, entitled “Instruc- 
tions for Installing Alcoa Aluminum Gutters and Downspouts,” 
gives full information on Alcoa’s 5” OG system, the new 4” box 
gutter and the 5'%2” round version. Items discussed include 
joining, end caps, clips, eave tubes, hangers and expansion 
joints. Write Aluminum Company of America, Dept. BMM, 
1501 Alcoa Bldg., Pittsburgh 19. 
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Doors. Simpson Symphonic, flush, bifold and stile and rail 
doors are reviewed in a new eight-page catalog. It includes 
full-color photographs of the doors, installation tips and design 
possibilities. For a copy of the catalog, write to Simpson 
Timber Co., Dept. BMM, 2039 Washington Bldg., Seattle 1. 
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Acoustical Ceiling Panels. A new folder lists all styles, colors 
and sizes in which the manufacturer’s acoustical ceiling panels 
are presently available. Easy-to-follow instructions for installa- 
tion are fully detailed. Keasbey & Mattison Co., Dept. BMM, 


Ambler, Pa. 
Circle No. 236 on Handy Cover Card 


Masonite Hardboard. A new 24-page edition of Masonite’s 
“Construction Manual” fully describes the firm’s line of 57 
types and thicknesses of hardboard. Uses and application data 
for each type of material are graphically presented. Masonite 
Corp., Dept. BMM, 111 W. Washington St., Chicago 2. 
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Hand Trucks. A 40-page, profusely illustrated truck catalog 
includes pictures, descriptions and full specifications of the 
entire line of Fairbanks “Job-Fitted” two-wheel and platform 
trucks. A free copy is available on request to The Fairbanks 
Co., Dept. BMM, 393 Lafayette St., New York 3. 
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Metal Closet Doors. The advantages of Float-Away metal 
closet doors are fully explained in a new brochure. Photographs 
in full color show how the Float-Away doors add extra 
beauty to every style of architecture and interior decor. Float- 
Away Door Co., Dept. BMM, 1173 Zonolite Road, N.E., 


Atlanta 6, Ga. 
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Lumber Buying Guide. A new 28-page WPA directory lists 
more than 450 of the association’s member mills and also 
serves as a buying guide to sources for Western Pine Region 
lumber products. It reviews each mill’s species, products, 
capacities, plant and sales office locations as well as seasoning, 
branding and unitizing services. For a free copy, write Western 
Pine Association, Dept. BMM, Yeon Bldg., Portland 4, Ore. 
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reasous why (SULITE 
Primed Siding is 
your BEST sidewall buy! 


PSULITE Ceilings 
f Meet Customer 
Demands, 


above) reviews Insulite’s entire line of decorative and acousti- 
cal ceiling tileboards. A second folder (right, above) illustrates 
and gives details on the six most important reasons for using 
Insulite Primed Siding. A third new folder presents step-by-step 
instructions for installing an Insulite ceiling. For copies of all 
three new folders, write Insulite, Dept. BMM, 500 Investors 


Bidg., Minneapolis 2. 
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The vast new housing of the nation is populated with 


families who need to buy 


Trinity White 


and 


STEPPING 


STONES 





A cinch to make. And do they dress up the 
place! Householders have several styles to 
choose from—angular or irregular shapes; 
use wood or turf as form. 





GARDEN 


POOLS 


(ES 
s 4 


4 
~ 


Gives a focal point to yard or garden. 
Raise aquatic plants, fish; attract birds. Very 
popular. A do-it-yourself project that will 
interest many families. 





BENCHES & 


SEATS 


Suggest a straight or curved bench. Other 
attractive yard items that will move Trinity 
White stock are birdbaths, sundials, flower 
boxes. 





DECORATIVE 


Beautiful garden walls and decorative 
screens can be built with units made of 
Trinity White. One sells others. Trinity is a 
true portland cement. 





EASY-TO-BUILD 


STEPS 


White steps are attractive to the eye. Easily 
seen at night because of high light-reflec- 
tion. Your cement contractors will create new 
work with Trinity White. 





FOR OUTDOOR LIVING 


PATIOS 





Your family trade can build themselves won- 
derful patios for entertaining, barbecueing 
and summertime enjoyment. Where color is 
desired, Trinity tints beautifully. 





BEST FOR SETTING 


TILE 


Trinity White has been advertised continuously since 1941. 
ander advertising appears in the leading architectural 
a and those read by masons, plasterers, contractors 
and other segments of the building trade. 


Your building contractor trade who hove 
ceramic tile to set need a prepared tile 
grout made of Trinity White. 





GAME 
Along with the zooming sales of boats, barbecue equipment and sport 
clothing, the sale of Trinity White portland cement has doubled and re- COURTS 
doubled in the last few years. The list of items at the right shows why. : 
Small-ticket sales of Trinity White have skyrocketed as new 
homes have sprouted. Here are homes by the million headed by 
rugged, strong young men who are anxious to build and improve for 
their families’ enjoyment. And a population “explosion” scheduled 
for the 1960's with the war-baby crop at the family-formation age! 


Shuffle board courts are within the ability 
of most home owners. Use Trinity White 


topping. 
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... A few big-ticket sales like these 
provide substantial profits 


The best floor money can buy. For all 
public buildings. Experienced Terrazzo 
contractors can install anideal floor for family 
room, kitchens, baths, etc. 





Here is a market—both public and residen- 
tial—that has been growing remarkably 
fast. Trinity White advertises regularly to 
swimming pool contractors. 





And the big-ticket sales to contractors and tonnage buyers mounts TERRAZZO 
year by year. Last year Trinity White was used on many of the 
country’s most publicized and spectacular structures. FLOORS 
White cement is no longer a “specialty item.” It is in regular 
and growing demand. For further information, write Trinity White De- POOLS FOR 
partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. SWIM 
CURTAIN 


WALLS 


Curtain walls and facing panels made with 
Trinity White are both decorative and func- 
tional for new construction or remodeling— 
large and small. 





PORTLAND CEMENT 


STUCCO 





While Trinity recommends the use of a pre- 
pared “stucco mix” wherever possible, you 
will still get calls from contractors wishing to 
mix their own. 





A product of GENERAL PORTLAND CEMENT COMPANY 


Chicago ° Chattanooga . Dailas . Fort Worth * Houston 
Fredonia. Kansas «+ Jackson, Michigan + Tampa «+ Miami «+ Los Angeles 


ITEMS 
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Trinity White's light reflection is useful in 
traffic control, including light-reflecting curbs, 
dividers, barriers, markers, and similar items, 
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New Kentile® “Constellation” Vinyl Asbestos Tile in sparkling Orion Ivory. Here, accented by t 
orange feature strips and tile in “Designer Palette” Solid Vinyl. Cabinet base is Black Vinyl KenCo 


Kentile‘Constellation”.new best seller in low-cost 


Here’s proof for your customers that sparkling vinyl underfoot need not 
be expensive. New Kentile “Constellation” Viny! Asbestos Tile actually 
has metallic-colored chips embedded in translucent vinyl .. . all in a 
tile that’s both easy on the budget and easy to install. Like all Kentile 
Floors products, you can get delivery from one of 150 warehouses across 
the country . . . usually within 24 hours. No need to carry big stocks! 


For complete information, contact your nearest 
Kentile Floors Divisional Office shown below. ) 5 4 


58 Second Ave., Brooklyn 15, N. Y. « 350 Fifth Ave., New York 1, N. Y. ¢ 3 Penn Center Plaza, Philadelphia 2, F 
900 Peachtree St., N.E., Atlanta 9, Ga. « 106 West 14th St., Kansas City 5, Mo. « 4532 So. Kolin Ave., Chicago & 
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yl KenCove.® 


cost Vinyl Asbestos Tile! 


not MORE REASONS WHY IT PAYS YOU 


TO CARRY KENTILE FLOORS 
¢ Complete line also includes Asphalt 
Tile, Solid Vinyl, Rubber, Cork Tile! 
¢ Top quality . . . backed by the fa- 


mous Kentile guarantee! 


lly 


la 


* Compact display material enables 
you to sell the entire line with an 
absolute minimum of space! 


1961, Kentile, Inc. 


BROOME 


lelphia 2, Penn. e 55 Public Square, Cleveland 13, Ohio 
, Chicago 32, Ill. e 2929 California St., Torrance, Calif. 








